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Rough Proofs 


Hereafter Pennsylvania won't 
allow window displays to promote 
liquor sales. They’re trying to make 
it a bit easier for the poor fellow 
who hates to be reminded that he’s 
thirsty. 


vgy¥s iY? 
Great Britain has started an ad- 
vertising campaign to stimulate 


enlistment in air precaution work. 
Wonder if they’ve thought of drop- 
ping a few bombs just to help things 
along. 

T Vv F 


Gen. Wood has been appointed 
assistant to Secretary Hopkins in 
selling the new government policy 
to business. How will you handle 
the customers, General—mail-order 
or over the counter? 
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“It is a well-known fact that very 
few people eat magazines,” remarks 
Life. Although there have been 
occasions when the A. B. C. has in- 
vestigated the report that newsdeal- 
ers have eaten a few. 
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The FTC has filed a complaint 
against a publisher of consumers’ 
reports. Even professional repre- 
sentatives of consumers, it seems, 
get just a little commercial at times. 
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Flintkote sold more shingles by 
adopting stronger colors, Frederic 
Rahr reports. Evidently a home- 
owner wants his roof to stand out 
as well as to stay on. 
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Interrogated by Jack Haley as to 
his employer, Dizzy Dean replied 
that he works for Wrigley, by gum. 
This is what is technically known 
as sponsor reciprocity. 
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Parents’ Magazine uses the slogan, 
“Buy the Best for Babies.” In view 
of population trends and current 
birth rates, maybe it should be, 
“The Best Buys Are Babies.” 


a ee 


Grocers who sell cigarettes are 
now adding vitamin capsules. You 
may soon be dropping in at the 
drug store only to get your lunch. 
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Magazines refused Pepsodent 
mouth wash copy reflecting on the 
truthfulness of competitors’ ads, but 
they didn’t ask the bad little copy 
boys to wash their mouths out with 
Listerine. 

7. Vv FV 


When magazines decide to decline 
copy from good customers, they can 
say with a feeling of intense sin- 
cerity, “This hurts us more than 
it does you.” 
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Rockwell Kent writes a book on 
home planning and decoration for 
Sherwin-Williams. He says that he 
may not know much about art, but 
ie knows what he likes. 
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With all those new gadgets avail- 
ble showing how people look at 
ids, the layout man is beginning 
reluctantly to admit that the eyes 
have it. 

Copy Cus. 


we 


NEW CEREAL ENTRY 


NOW YOU CAN COOK 
CREAM> WHEAT IN ONLY 


9: Minuted! 


And you get entra vitemins ond 
minerets. richer fever! 
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19ON, CALCIUM AND FROSPHOEUS 


For the first time in its 44-year history, 

Cream of Wheat Corporation is adding 

a new product. Advertising copy will 
continue to feature “Rastus.” 


Cream of Wheat's 
Famed ‘Rastus’ 
Draws New Role 


Minneapolis, March 9.—Rastus, 
the celebrated negro whose smiling 
countenance has made him the 
number one promotion man for the 
Cream of Wheat Corporation for 
many years, will step into a new 
role March 26, it was announced 
here today. 

This date will mark release of 
first copy on the company’s new 
product, a quick cooking cereal. 
And, as with the 44-year-old prod- 
uct, Rastus’ likeness will be a big 
factor in advertising the new ar- 
rival. 

Broadly significant of the quick- 
ened tempo of life today, the new 
cereal is also noteworthy because 
it widens the Cream of Wheat one 
brand family for the first time in 
history. Boasting new speed, new 
flavor and economy, the cereal cul- 
minates a five-year, $75,000 re- 
search project. 

Celebrating its official arrival will 
be 1,000 line color advertisements 

(Continued on Page 27) 
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Proposed Stamp Plan Seen as 


$500,000,000 Food Sales Spur 


Hotel Men Hear 
of Need for 
$900,000 Drive 


Industry Said to Lag 
Behind Other Promo- 


tion Projects 


Chicago, March 9.—Increased rec- 
ognition of the need for more alert 
merchandising on the part of the 
nation’s hotel industry stood out 
today as the highlight of the Mid- 
west Hotel Association’s annual con- 
vention here. A cooperative 
advertising campaign involving an 
expenditure of $900,000 is currently 
under consideration. The industry 
is also putting emphasis on better 
salesmanship. 

Glenwood J. Sherrard, of the 
Parker House, Boston, explained 
the proposed advertising campaign 
to the association last night. Mr. 
Sherrard, who is chairman of the 
travel committee of the American 
Hotel Association, said that the hotel 
field is lagging behind the promo- 
tion parade. 

“Airlines are spending $500,000 to 
convince the public that flying is 
safe,” he said. “The railroads are 
spending $4,000,000 a year to regain 
lost business—lost because they 
didn’t advertise soon enough. 


Holds Campaign Necessary 


“We, too, must have a cooperative 
campaign. Ours is the seventh larg- 
est industry in the United States 
and many of our members have felt, 
foolishly, that we didn’t have to 
advertise. New England hotels have 
proved that it pays, and so can we. 
In my opinion, we must have a na- 
tional advertising committee, must 
employ a good agency, if we are 

(Continued on Page 27) 


Labeling Law Held 
No Hindrance to 
Packaging Design 


New York, March 9.—Compliance 
with the regulations of the new 
food, drug and cosmetics law, which 
officially goes into effect June 25, 
should in no way lessen the selling 
effectiveness of packages, the ninth 
annual packaging conference of the 
American Management Association 
was informed here this week. 

Speakers at a symposium on the 
significance of the new law included 
Ole Salthe, consultant for the Food 
and Drug Administration; Earl 
Means, vice-president, Bristol-Myers 
Company; Fred Griffiths, president, 
Pennsylvania Drug Company; and 
Martin Ullman, package designer. 

Mr. Salthe said that advertisers 
have become unnecessarily jittery 
over the new law and observation 
of the requirements with respect to 
weight and content information 
should in no way curtail the pack- 
age’s physical appeal. 


Modernization Possible 


Mr. Ullman observed that many 
advertisers believe they must re- 
move everything but the brand 
name from their paékages in order 
to achieve real modernization. He 
took issue with this viewpoint, as- 
serting that good design can be 
executed within the provisions of 
the new law, notwithstanding the 
additional information that labels 
must carry. 

Other sessions of the packaging 
conference went into further details 
of labeling information and the con- 
sumer viewpoint. Discussing this 
phase of packaging, Dr. Esther Cole 
Franklin, representing the American 
Association of University Women, 
declared that consumers are strong- 
ly in favor of the new law because 
it satisfies their desire for more in- 
formation on the use and quality of 
the product. She urged manufac- 


(Continued on Page 29) 


Last Minute News Flashes 
Compromise Reached on Pepsodent Copy 


New York, March 10.—Lord & 


Thomas and magazines represented 


by the Copy Advisory Committee have reached a compromise on Pepso- 


dent chlor-thymol advertising, it was learned here today. 


“truthfully” 


The word 


will be deleted from the sentence reading, “No other leading 
advertised brand can truthfully say this.” 
appeared in the March 6 issue of ADVERTISING AGE). 


(Details of the controversy 
It was said that the 


agreement came too late to benefit the magazines, since most of the 
appropriation for this portion of the campaign has been placed elsewhere. 


Meeting Called to Halt Interstate Trade Barriers 


Washington, D. C., March 10.—On the heels of a Department of 
Agriculture report condemning “trade barriers” between states as detri- 
mental to the nation’s economic welfare, the Bureau of Agricultural 


Economics today 


issued a call for a meeting in Chicago, April 5-7, 


to be attended by governors, commissioners and legislators who make 


up the Council of State Governments. 


Among the activities hit as con- 


tributing to the problem’s seriousness were various state advertising 


campaigns. 


(Details of the report appear on Page 2). 


Nestle’s Names Livingston for All Copy 


San Francisco, March 10.—All advertising for Nestle’s Milk Prod- 
ucts, Inc., New York, will be placed through the Leon Livingston Adver- 
tising Agency here after March 31, it was announced today. This agency 
has been in charge of Nestle’s Pacific Coast advertising for three years. 


Lucky Strike to Launch New Test Campaign 


New York, March 10.—American Tobacco Company will start a test 
campaign for Lucky Strike in 16 New York newspapers, beginning March 


14. 
weeks, following which a 
tionally. 
Lord & Thomas is the agency. 


The schedule calls for two large space insertions a week for 10 
decision will be made on newspaper plans na- 
Tobacco crop quality will continue as the chief copy theme. 


Conference Monday to 
Be Followed by Public 


Announcement 


Washington, D. C., March 10.— 
Hope for an early solution of the 
surplus commodity problem in the 
food field through use of a stamp 
plan for distribution of these prod- 
ucts to WPA workers and those on 
relief and pension rolls appeared 
likely today with a meeting sched- 
uled here Monday by government 
and food industry representatives to 
iron out final details. 

Projection of the plan in terms of 
cold cash and the increased market 
for advertisers in the food field is 
based on a present estimated ex- 
penditure of more than one billion 
dollars per year for food by relief 
families. Full use of the plan would 
mean a 50 per cent increase in this 
budget or some $500,000,000 addi- 
tional in cash which would be paid 
directly to the food industry. 


Contains Five Points 


The Departments of Agriculture 
and Commerce and the National 
Food and Grocery Conference Com- 
mittee will be present at the meet- 
ing here. Later in the month it is 
expected that the plan wil be pre- 
sented to the trade in general. 

Varying from the so-called “two- 
price” plan suggested by Secretary 
of Agriculture Wallace some months 
ago, the new plan involves these 
points: 

1. It is entirely optional with the 
relief recipient or WPA worker. 

2. If he accepts the plan, the re- 
lief recipient or WPA worker will 
take his food money—or that por- 
tion of his pay which he expects to 
use for food—from the government 
in the form of stamps. 

3. Acceptance of these stamps, 
which will be colored orange, will 

(Continued on Page 28) 


Cosmetic Industry 
Drops Plan for 
Joint Fair Exhibit 


New York, March 9.—The pro- 
posed perfume and cosmetics indus- 
try exhibit at the New York World’s 
Fair has been abandoned, it was 
revealed this week. The major por- 
tion of Vanity Fair, the building 
reserved for the exhibit, has been 
taken over by Coty, Inc., which will 
present its own display, to be known 
as “Maison Coty.” 

The change came when Perfum- 
ery & Cosmetics Exhibits, Inc., 
sponsor of the industrywide project, 
failed to interest enough manufac- 
turers in display space. The build- 
ing reverted to the World’s Fair 
when the option expired. 

The venture had originally 
aroused considerable interest inas- 
much as its aim had been to afford 
smaller advertisers an opportunity 
to exhibit at the Fair without being 
overshadowed by their bigger com- 
petitors. Spokesmen for the industry 
attributed the failure of the move to 
the “apathy” of manufacturers, who 
expressed a desire to spend their 
advertising appropriations in other 
directions. It was also pointed out 
that exhibition space outside Vanity 
Fair was available to the industry. 
Many individual exhibits are ex- 
pected. 
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Farm Report Tells 
How State Laws 


Hinder Commerce 


Legal Crazy Quilt 
Described in Study for 
Secretary Wallace 


Washington, D. C., March 9.—Re- 
peal of many state laws by way of 
facilitating interstate commerce is 
suggested in “Barriers to Internal 
Trade in Farm Products,” a special 
report to the Secretary of Agricul- 
ture by the Bureau of Agricultural 
Economics, United States Depart- 
ment of Agriculture. While many 
of these laws had their genesis in 
a desire to protect inhabitants of 
the states passing them, they have 
been kept on the statute books for 
less altruistic motives, the report 
charges. 

The report also criticises the pres- 
ent trend toward state financed ad- 
vertising of farm products, with 
special reference to advertising 
which is competitive rather than 
designed to increase production. Ap- 
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37 newspapers—5 states— 
advertisements every day 

rapidly building ever- 
larger audiences for your 
WWL New Orleans pro- 
grams. Now that WWI. 
is on 50,000 watts, it is the 
dominant station in a vast 
prosperous territory of 
10,000,000 people. 
And we're growing every 
day. 


over 


VINCENT F. CALLAHAN 


General Manager 


TELL—SELL—Over WWL New Orleans—CBS 


Represented nationally by the Katz Agency, Inc. 


in Southern 
hewspapers— 


peals to “economic provincialism” 
are scored. 
“If state advertising takes the 


form of urging the citizens of the 
state to consume more of their own 
state’s produce and less of that of 
other states,” said one passage, “the 
chief results, insofar as the adver- 
tising is effective, are similar to 
those of an import duty. Either 
would tend to reduce the amount of 
imports into the state and to raise 
the price of the commodity within 
the state.” 


Discuss Dairy Marketing 


Most of the 104 pages in the new 
report, however, are devoted to less 
controversial subjects. Discussing 
the marketing of dairy products, the 
report recommends that at least 
state laws be amended to provide 
that inspection of milk in the state 
of origin be accepted by authorities 
of states in which the milk is sold. 
Under some conditions, milk is in- 
spected by several different sets of 
state officials. 

One of the chief objections to 
over-regulation is said by the report 
to be “refinements which cause milk 
to sell regularly at one and two 
cents a quart more in some cities 
than in others,’ excluding many 
low-income families from the mar- 
ket. 

Though declared healthful by no 
less an authority than the Supreme 


rine is pictured a favorite object of 
discrimination by law and taxmak- 
ers. The report lists numerous 
states which have excise taxes on 
all margarine or on some types. 
Most of this legislation is designed 
to protect the dairy industry, and 
hence is unconstitutional, the report 
says. 

The battle of states on the alco- 
holic beverage front is also given 
cognizance in the report. 

More important is regulation of 
railroads and motor vehicles be- 
yond the bounds of reason. In spite 
of the complexity of the railroad 
rate structure, numerous inequalities 
have been uncovered. For instance, 
the report says, Kentucky intrastate 
shippers can have merchandise rated 
first class transported 150 miles at 
a rate of 66 cents, whereas an inter- 
state shipper from an Ohio River 
crossing or from a point in Tennes- 
see or other southern state must pay 
the same rate for a haul of 70 miles. 


Defense by Taxation 


The situation is even more con- 
fusing in regard to motor truck 
regulation. Some states do not dis- 
criminate against interstate truckers 
as long as they do not engage in 
intrastate business, but many others 
require practically all out-of-state 
trucks that come across the line to 
register and pay fees. An alterna- 
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the best 


Hear shows 


clearly over 
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now 50,000 watts 
7.00 pm Gang Busters 
7:30 pm Paul Whiteman i 
800 pm John Barrymore 


s 850 


the naiiie of your dial 


we're telling people 


to listen to your program! 


WWL New Orleans gives you 50,000 watts 


Established preference 
local events. 


plus 


plus 


plus The economy of using 1 


through leadership in covering 


Dominance in the prospering Deep South. 


station with five times the power 


of any station within 400 miles. 
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Affiliate 


Court of the United States, meres! 


PROFESSIONAL ADVICE 


- Your Baby Has a Friend 


teshd's very bnbylomenem ite depemtinwee on bowing coor 
sam, pines eo leapurient mapemettais!; vm the 


whe watch oy 
Cremation vine trate 5 teret tenth. ee ote 
evedy isughter 


Prods of bate, wi Wm geets cont bor Mand 
8 0 gerd me Bare! Rgnsaterst Me 


“Ask Your Dentist” 


* 
TEE MASSACHUSETTS DENTAL FOUNDATION 
Spomeeed ty Thr Aemsewet: inmdy Sa at) 
fmnne” mee 


For the first time, Massachusetts dentists 
have just launched an educational drive 
to emphasize the need for regular dental 
care. Copy is running in Boston papers. 


~~ 


tive is to charge them higher ton- 
mile taxes than trucks having do- 
mestic licenses. 

The establishment of good roads 
has tended to bring the itinerant 
merchant back into business, but the 
report finds that retailers are so well 
organized that the modern mer- 
chant-trucker has little chance of 
doing business when the former’s 
will is reflected by legislative action. 

Finally, the multiplicity of grad- 
ing, packaging and labeling laws is 
such as to fill the breast of the na- 
tional marketer with awe. One in- 
stance indicates the point. Federal 
barrel standards provide for a cubic 
content of 7,056 inches but Dela- 
ware’s specification is 5,194 cubic 
inches and Maine’s 7,000. Crates 
and boxes remain undefined by fed- 
eral action, and lack of uniformity 
in state standards is startling, the 
report points out. 


Franklin Bruck Has 
Sweetheart Account 


Franklin Bruck Advertising Cor- 
poration, New York, is the agency 
in charge of Manhattan Soap Com- 
pany’s Sweetheart campaign. An- 
other agency was incorrectly cred- 
ited with this account in the March 
6 issue of ADVERTISING AGE. 

Newspaper and radio are being 
used by the company in an effort 
to bring the brand back to its old- 
time popularity. 


Represent “Outdoorsman” 

Robert W. Walker, Mills bldg., 
San Francisco, and J. A. Converse, 
Terminal Sales bldg., Portland, Ore., 
have been appointed West Coast 
representatives for Outdoorsman, 
Columbus, O. 


Gotham to Move 
Gotham Advertising 

|New York, 

April to 2 W. 46th street. 


| IF you want your share of the 
farmer’s business, watch the advertising 


of leaders in the rural field. With them, 


Rule No. lis... 


Company, | 
will move its offices in | 


a 


Movie Contest 


Drew Total of 
2,150,000 Entries 


New York, March 8.—The $250,- 
000 “Movie Quiz” contest, which 
featured an industry-wide drive by 
picture producers, distributors and 
exhibitors for heavier traffic at the 
nation’s box offices, attracted 2,150,- 
000 entries, it was learned here to- 
day following the recent announce- 
ment of contest winners. 

A sidelight of the campaign came 
into view this week when Donahue 
& Coe, the agency in charge, and 
E. J. Churchill, its president, were 
sued for $100,000 in a federal court 
action instituted by Edward J. 
Pfeifer, who claims plagiarism of 
the “Movie Quiz” idea. 

That the agency should be 
named in the court action was con- 
sidered strange at Donahue & Coe, 
inasmuch as the idea for the con- 
test was not originated by the 
agency. Donahue & Coe’s connec- 
tion with Motion Pictures Greatest 
Year, Inc., the organization set up 
by the industry to handle the cam- 
paign, did not begin until after the 
contest had been announced. 

The agency reported that about 
20 per cent of the $500,000 worth 
of newspaper space used in the 
campaign was devoted to contest 
copy. Five insertions spread over 
four months carried an institutional 
message for the industry, and also 
listed new film releases, along with 
mention of the contest. 


Drive for Leroux 


A national advertising campaign 
in newspapers, magazines and trade 
papers will be released for Leroux 
liquors by Leroux & Co., Philadel- 
phia. J. M. Korn & Co., Philadel- 
phia, has been named advertising 
and merchandising counsel. 


Bosworth to Chirurg 


Clarence F. Bosworth, formerly 
with F. Wallis Armstrong Com- 
pany and Ruthrauff & Ryan, has 
joined James Thomas Chirurg 
Company, Boston, in an executive 
capacity, specializing in merchan- 
dising and public relations. 


Start Dufaycolor Drive 


Dufaycolor Company, New York, 
has started a campaign to promote 
Dufaycolor film in national maga- 
zines through Cowan & Dengler, 
New York. Photographic and drug 
business papers will also be used. 


WANTED— 
Aggressive Industrial 
Advertising Salesman 


Please don't answer this unless you 
know industrial advertising selling, are 
acquainted with oa yvunts in your terri- 
tory . . . and prefer to work on a 
commission basis 
Several rich territories are available on 
a rapidly growing industrial paper now 
carrying many leading advertisers. 
’refer men now handling one or two 
non -cr mpeting papers. Give all essen- 
tial facts about yourself and papers 
you now han lle. 


Address Box 1678 
ADVERTISING AGE 


SEE PAGE 20 
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we’ve heard a 
million answers 


During the past two years, The New York Times 
Market Research Department has made more 
than 40,000 calls on retailers to study the sales of 
your products in New York City. 

More than a million questions have already 
been asked and answered in the course of this 
work. These answers are the facts you need in 
planning more profitable sales in the New York | 
market. 

Throughout the numerous market studies made 
to date, one merchandising fundamental has 

* asserted itself repeatedly. It is the simple fact that | 
all advertised merchandise—even low-priced, | 
high-volume commodities —sells faster where in- 
comes are high. 

The high-income families of New York City are | 
a volume market of important dimensions... the 
most economically reached and most profitably 
sold group in the entire city. 

The New York Times is your logical advertis- 
ing medium for reaching this preferred “mass 
market.” The Times is read by more better-than- | 
average-income families than any other news- | 
paper in New York. And it is also read by an im- | | 
portant number of the best of the average-income 


group. 


The New York Gimes 
“ALL THE NEWS THAT'S FIT TO PRINT” | 


DETROIT « GENERAL MOTORS BUILDING 
CHICAGO + 230 NORTH MICHIGAN AVE. 
BOSTON « BOSTON GLOBE BUILDING 


Interested executives are invited to write for market studies covering New York City sales of Canned Soup, Mayonnaise and Salad Dressing, Cold Cereal, 
Ketchup, Scouring Powder, Citrus Fruit. Pineapple Juice, Coffee, Hot Cereal, Baked Beans, Tomato Juice, Tooth Paste, Shortening and Lard, and Crackers. 
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ADVERTISING AGE 


March 13, 1939 


Insurance Expert 
Tells Inside Facts 
of Sales Success 


Business Sources, Pro- 
duction Data Presented 
to Hotel Men 


Chicago, “March 8.—Shedding 
ideas as an abrasive throws off 
sparks, Charles J. Zimmerman, 


vice-president of the National As- 
sociation of Life Underwriters, and 
a Chicago insurance man who has 
achieved sensational success in the 
training and direction of salesmen, 
appeared before the 12th annual 
meeting of the Hotel Sales Man- 
agers Association here today and 
told them how to get business and 
how to teach subordinates to get it. 

Smiling and suave and the picture 
of boundless vitality, the insurance 
expert presented the hotel sales 
managers with a neat verbal pack- 
age containing a manual on life in- 
surance salesmanship. He ham- 
mered at the necessity for drilling 
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|needs protection. This was nothing 


salesmen, saying that most of the 


successes realized in any cas | 


|are the result of persistent repeti- 
| tion until the student is letter per- | 


fect and does the right thing auto- | 
matically. 


Phases of Insurance | 


The life insurance business can | 
be divided into three phases, Mr. 
Zimmerman said, and the same 
statement applies to many others. | 
The first, long ago, consisted of 
selling life insurance policies on 
the general basis that everyone 


more than peddling, Mr. Simmner- | 
man asserted. | 

Then came the era of package po 
need selling, when an _ insurance 
salesman endeavored to fit his prod- | 
uct to the needs of the prospect 
by selling him a policy to insure | 
an education for his son, for in- 
stance. Though this represented a | 
vast improvement over the peddling | 
stage, it was superseded in turn by 
“purpose selling,” requiring the | 
salesman to learn the prospect’s ob- | 
jective in life, and to sell him a 
program which would enable him | 
to reach it. 

Mr. Zimmerman’s detailed expo- | 
sition revealed that the insurance | 
field is considerably ahead of all | 
others in the manufacture of new 
nomenclature. The best source of 
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England is a richer market 
than the 22 Western States 
of America 


The answers to the 
following questions may 
help you to get more 
profit from this huge 
market 


Question: On what figures is the claim 
based that England is a richer market 
than the 22 Western States? 

Answer: In 1937, Great Britain had 
a national income of over $698 a head, 
or over $28 billions in all. The 22 
states west of the Mississippi (at the 
U.S.A. 


head) had a total income of about 


national average of $540 a 


$21 billions. 


Question: What has been the recent 
trend of American exports to England? 

Answer: They have nearly doubled 
during the last six years. For the first 
nine months of 1938, they were over 


10% up on the same period in 1937. 


Question: Why is national advertising 


—_ 


easier and cheaper in England than in 
America? 

Answer: Because 47,000,000 people 
are concentrated in a country smaller 
than the State of Oregon—and because 
one single weekly magazine, the Radio 
Times, gives you a national coverage 
of one family in four, at a cost of 
$3,000 a page. 

Question: Which English advertising 
medium has the biggest circulation 
among families with over £4 a week? 

Answer: The Radio Times, with a 
total circulation of 3,000,000 of which 
over I, ,00O are amongst these 
wealthier families. 


| Bromo-Seltzer Seizure 


Draws Spirited Retort 


Baltimore, March 9.—Accus- 
ing the Food and Drug Admin- 
istration of “arbitrary exercise 
of power” never intended by 
Congress, Emerson Drug Com- 
pany today protested vigorously 
against seizure of a quantity of 
Bromo-Seltzer yesterday in At- 
lanta. The company asserted 
that the Bromo-Seltzer formula 
has not been changed during the 
past 25 years and never in this 
period did the government in- 
dicate that the remedy was 
dangerous. 

The seizure, company officials 
added, was carried out “sud- 
denly and without warning.” 
The Administration’s action, 
they declared, violated the Con- 
gressional objective in passing 
the new food and drug act. 


leads for the 
he said, is from 


insurance salesman, 
satisfied customers. 


| Insurance men term this the “cen- 


ter of influence” method of getting 
prospects, which accounts for 60 per 
cent of all life insurance sales. Next 
in efficacy comes the “power lead,” 
consisting of an introduction from 
a superior to a subordinate, which 
carries immense weight, and is the 


Cambridge University. King's College Chapel in the 
middle, Clare College on the left 


Question: What special monopoly is 
enjoyed by the Radio Times? 

Answer: The monopoly of the right 
to publish B.B.C. radio programmes 
up to a week in advance. The result 
is that each copy is read every day for 
a week by go% of its subscribers. 
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If you are an American manufacturer | 


selling in England and would like to 
have further market facts bearing 
on your particular problem, write to 
the Advertisement Director, British 
Broadcasting Corporation Publica- 
tions, Broadcasting House, Portland 
Place, W. as London, England. 


The English weekly magazine with a density of coverage 
four times that of Life 


RADIO 


TIMES 


Guaranteed net weekly sales, 3,000,000 
Rate, $2.46 per line per million readers 


: Be 


next most prolific source of busi- 
ness. “Situation prospecting” is an- 
other profitable source of live leads. 
It consists of following the fortunes 
of a man who, not a prospect to- 
day, is converted into one tomor- 
row by virtue of marriage, an in- 
heritance, or an addition to his fam- 
ily. The cold canvass has been found 
so ineffective that it has virtually 
been dropped from the insurance 
salesman’s repertoire. 

The trained insurance salesman 
also makes every satisfactory in- 
terview yield another, through dis- 
creet questioning. This is another 
form of “situation prospecting.” 


Selecting the Salesman 


Mr. Zimmerman said that the in- 
surance field has developed tests 
for selection of salesmen, which, 
though negative, are 95 per cent 
efficient. These tests of personality 
and aptitude eliminate those likely 
to be failures. An intelligence test 
has also helped the field weed out 
undesirable candidates. Each sales- 
man is given from two to three 
weeks’ training alone or in company 
with only one or two other novices. 

The insurance man insisted that 
efficient sales direction embraces 
records to be kept by salesman. The 
reason is that records prevent un- 
conscious waste of time, which Mr. 
Zimmerman said is one big reason 
why so many salesmen fail. Con- 
scious waste of time is another mat- 
ter. If a salesman feels like going to 
a movie in the afternoon, instead of 
working, there is no objection, be- 
cause he realizes that he is loafing. 

The insurance salesman is sup- 
posed to make ten calls daily. Rec- 
ords prove that he sells only one- 
sixth of those he expects to sell, 
and that every $150,000 of antici- 
pated business actually dwindles to 
$25,000. The insurance solicitor 
must make 2.9 calls to get one sat- 
isfactory interview, and must make 
8.9 interviews to make one sale. 
Each sale is worth $50.84 and each 
prospect, $1.94. 

Mr. Zimmerman emphasized the 
necessity of a cheering section in 
every insurance office, so that when 
the salesman comes in off the street 
and lays down an application with 
check attached, the office workers 
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will gather around and applaud. Ip. 
surance agencies pay $2,500 cash. 
iers $5,000 for this extra chore. 


Drill Is Essential 


He defended the planned o, 
canned sales talk by saying that the 
veteran’s antipathy to a verbatim 
solicitation and the newcomer’s ep. 
thusiasm for it is the difference be. 
tween the two schools and the rea. 
son for the success of youngsters 
He illustrated his point by saying 
that the first time he drove to Mi]. 
waukee from Chicago, he was tired 
and dispirited at the end, but after 
he had made the trip a few times 
he could arrive as fresh as at the 
start. The same psychology applies 
to selling, he contended, and there 
is no substitute for drilling unti] 
every word and every gesture js 
histrionically correct. 

Turning to the hotel field, Mr. 
Zimmerman said that the new con- 
ception of relations between em- 
ployer and employes makes every 
big plant a prospect for banquet fa- 
cilities. The hotel salesman should 
find it simple to sell management 
on the wisdom of monthly dinners 
for foremen and superintendents, or 
for the winners of contests involy- 
ing efficiency, safety, or any one of 
a dozen other factors. 

He said that the birthday cards, 
credit cards and other innovations 
made by hotels represent steps in 
the right direction. The hotel should 
treat its help generously, he as- 
serted, so that not merely the let- 
ter, but the spirit of service, will be 
manifest. Training should supple- 
ment the desire to extend service. 


Dye to Sedgwick 

Armstrong Dye Products, Chicago, 
has appointed Edward L. Sedgwick 
Company, Chicago, to direct its 
advertising. Newspapers, women’s 
magazines and direct mail will be 
used. George W. Hughes is account 
executive. 


Agency for Steelman 


Steelman Poultry Farms, Lans- 
dale, Pa., has appointed Charles 
Blum Advertising Corporation, Phil- 
adelphia, to handle its account. 
Newspapers, farm and poultry pub- 
lications will be used. 


inthe UNITED STATES 


active. 


WORK STARTS 
ON NEW 
2, MILLION 
DOLLAR as 
ROCK ISLAND- 
DAVENPORT 
SPAN 


Four Lane Suspen- 
sion Bridge to Ease 


Traffic Flow Now 
More Than Eight 
Million People An- The Rock Isk 
nually over Two the Big part 


Existing Links. Stronghold of 


THIRD 
LARGEST 
MARKET 
IN ILLINOIS 
OUTSIDE 
CHICAGO 


FEET SQUARELY on the GROUND 


This Unusual 


too Important to Overlook because it’s always 


CONSIDER 


you can completely reach its 154,491 


trial and Commercial activity. 


A Member of the Illinois Markets 


Market is hard to visualize but 


city population ONLY by using 


four daily newspapers. 


you can obtain a 9 out of every 1° 
homes coverage in the biggest part 
of this market (Rock Island-Mo- 
line) by using ARGUS-DISPATCH 
circulation WITHOUT DUPLICA- 
TION, 


you'll find this market EASY TO 
Active, 


SELL 
Diversified and Growing. 


because it’s Stable, 


iund-Moline sector is 
of this Midwestern 


Agricultural, Indus- 


New York 


Nat'l Rep. The Allen-Klapp-Frazier Co. 
Chicago 


Detroit St. Louis 
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ODAY we'd like to tell you 


about an order we didn’t get. ,j//, 


Some time ago, a leading advertising 
agency asked THIS WEEK MAGAZINE to 
“Kindly furnish us with your total circu- 


lation in the Hawaiian Islands.” 


Maybe they were promoting the latest 
thing in grass skirts. Maybe they were car- 
rying pineapple juice to Hawaii. We don’t 
know. All we know is that we didn’t get 
the business. 


Because, despite THIS WEEK’s 5,300,000 
circulation, you can put all our Hawaiian 
readers into a few good-sized leis. And 
that looks pretty sick beside the thousands 
out there who read the other national 
magazines. 


a 


We're advertising this shortcoming of 
ours, because we honestly feel that it’s far 


from a shortcoming We're rather proud 


of THis WEEK’s lack of circula- 
tion in Hawaii, and Hominy, Okla., 
“y: and Hoisington, Kans., and hun- 


” dreds of other spots. 


That lack leaves most of our 5,300,000 
copies where you really want them—in 
America’s busy big-city markets, where 
orders come by the carloads and consum- 
ers do, too. 


And that leaves the magazine picture in 
the big cities almost the opposite of what 
it is in places like Hawaii:— 


In 24 of these key markets from coast to 
coast, THIS WEEK covers as many homes 
as the 4 leading national weeklies, or the 


4 leading women’s magazines, combined! 


w 


Yes, we're last in grass-skirt linage. But 
that, gentlemen, is one of the reasons 
why we were 7th among all magazines 


in food billings last year. 
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ADVERTISING AGE 


March 13, 1939 


Educators Show 
Growing Interest 
in Essay Contest 


Chicago, March 9.—Although mul- 
titudinous evidence of the popular- 
ity of the ADVERTISING AGE student 
essay contest has been received from 
the advertising field, the highlight 
of this consumer education project 
this week was the number of enthu- 
siastic comments received from 
teachers and educators in connec- 
tion with the contest. 

Donald W. Davis, assistant pro- 
fessor in charge of advertising at 
Pennsylvania State College, re- 
quested 125 contest folders, and 
reported that “many of our students 
are interested.” Grant M. Hyde, 


director, school of journalism, Uni- 
versity of Wisconsin, reports that 
he will bring the contest to the 
attention of all students through 
their classes and the bulletin board, 
and anticipates a number of entries. 
R. R. Aurner, professor of business 
administration at the same univer- 
sity, requested 60 contest leaflets for 
use in his classes. 

The department of journalism at 
the University of Minnesota re- 
quested 50 folders, and reported that 
“many of our students are definitely 
interested in entering the competi- 
tion.” 

Similar expressions came from 
high school teachers, one teacher in 
the Southwest reporting that the 
essay will be made the subject of a 
term paper in advertising and jour- 
nalism classes, while another—the 


* 


high school in Abilene, Tex.—re- 
ports that all of the 1,600 students 
in the school will be expected to 
write essays on the contest subject. 

The competition is limited to high 
school and college students, and 
calls for essays of not more than 
1,000 words on “How Advertising 
Benefits the Consumer.” 

Winners will receive a total of 
$1,000 in cash prizes, awarded by 
ADVERTISING AGE, plus two all-ex- 
pense trips to New York, where 
presentation of awards will be made 


at the convention of the Advertising 


Federation of America in June. 


Clinton with Meany 

Ray Clinton, formerly with Logan 
& Stebbins, has joined Philip J. 
Meany Advertising Agency, Los 
Angeles, as production manager. 


A&P Coffee Copy in 
“The American Weekly” 


In addition to featuring Ann Page 
| foods in Good Housekeeping, Great 
Atlantic & Pacific Tea Company, 
|New York, is using full pages in 
|color in The American Weekly on 
| behalf of 8 o’clock coffee. 
| The Ann Page campaign starts 
| with April, while the coffee copy 
began in January. 


Agency Changes Name 
Bennett & Snow, Boston, has 
changed its name to Bennett, Snow 
& Walther, and has moved to larger 
quarters at 234 Boylston street. 


Sheldon Moves 


Sheldon Advertising Agency, Los 
Angeles, has moved to larger quar- 
ters at 122 E. 7th street. 


THE OREGONIAN...THE THREE-MARKET NEWSPAPER! 


Pluck all V\HREE 


juicy strawberries 


ON THE OREGON STEM! 


SELLING OREGON and the southern 
counties of Washington is a comparatively easy and 


profitable job, if you get the necessary three-way 
slant on the problem. 


That’s important, because this large, receptive 


market contains three distinct divisions. 


First, 


there’s Portland which delivers 35% of the mar- 


ket’s total retail sales; then there’s the suburban 
market (within a 100-mile radius of Portland) 


which delivers another 33%; and the upstate mar- 


ket which rounds out the sales quota with 32%. 


Yes, there are three important, rich markets in 


the greater Portland market area, but don’t let 


that confuse you. One newspaper, The Oregonian, 


THE OREGONIAN 


sells them all. As the area’s largest newspaper — 
its 89th year—The 
Oregonian has built its circulation to parallel the 
sales front ... 43% in Portland, 43% in the 100- 
mile radius, 14% upstate. 


going stronger than ever in 


Sell the entire market. Pluck all three juicy 


berries at one pluck. 


News-Telegram . 


55,951 


OREGONIAN LEADERSHIP INCREASES! 


Publishers’ statements for 6 months period ending Sept. 30, 
1938, show Portland newspaper circulations as follows: 


DAILY SUNDAY 
The Oregonian . .111,451 The Oregonian . 147,450 
The Journal . .101,018 The Journal 107,703 


The Oregonian leads by 10,433 daily, and by 39,747 Sunday. 


PORTLAND, OREGON 


VERREE G&G CONKLIN }f 285 Medison Ave., New York 333 N. Michigan Ave., Chicago 


National Representatives | 321 Lafayette Blvd., Detroit 


5 Third Street, San Francisco 


Pee 
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Campbell Switches 
Amos ‘n’ Andy 
from NBC to CBS 


New York, March 8.—After a]. 
most a decade on a National Broad. 
casting Company network, Amos ’p’ 
Andy will switch to the Columbia 
Broadcasting System on April 3. 
The blackface team is sponsored by 
Campbell Soup Company. 

The program will continue to be 
aired at 7 o’clock each week-day 
evening, with a rebroadcast for the 
Pacific area. The NBC Red net- 
work over which the program is 
now heard includes 48 stations, but 
the number of outlets will be in. 
creased to 55 when the change is 
made. 

Introduced to network radio by 
the Pepsodent Company and spon- 
sored by that company until Jan- 
uary, 1938, Amos ’n’ Andy hold a 
number of notable radio “firsts.” 
Artists of the first Pepsodent radio 
show, they were also the first of the 
15-minute serial programs, and the 
first to go on the air twice nightly 
in order to provide nationwide cov- 
erage. 


From Blue to Red 


Although most other radio artists 
have shifted from one network to 
another, Amos ’n’ Andy’s only 
change has been from the NBC 
Blue web to NBC Red. This shift 
was made in July, 1935. 

When Amos ’n’ Andy change to 
CBS, both Campbell Soup shows 
will be on the same network. Since 
December, 1938, the Orson Welles 
dramatic program has been on CBS 
from 9 to 10 o’clock Friday eve- 
nings. This show, called “(Campbell 
Playhouse,” replaced ‘Hollywood 
Hotel,” launched by Campbell over 
CBS in 1934. 

Ward Wheelock Company, Phila- 
delphia, is the Campbell agency. 


Anderson Adds Davis 


ing Company, New York, to join 
Merrill Anderson Company, New 
York advertising agency specializ- 
ing in research for banks, trust 
companies and insurance companies 


Increases Program 


Absorene Mfg. Company, St 
Louis, has increased its spring pro- 
|gram for Absorene wall papel! 
'cleaner and H RH paint cleaner 
/and soon will use 100 newspapers 
|and 30 radio stations. Ross-Gould 
| Company, St. Louis, is the agency. 


“Tribune” Names Moffett 

| Milton R. Moffett has been ap- 
/pointed national advertising man- 
|ager of the Albuquerque Tribune 
and Journal, succeeding E. W. Pat- 
|ton, who has been named local ad- 
| vertising manager. 


King Joins Metropolitan 

Thomas J. King, formerly vice- 
president of Brown Advertising 
Agency, New York, has_ joined 
Metropolitan Advertising Company, 
New York, as vice-president. 


ATTENTION VALUE. 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufactures 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver 
tisement.) 


Malcolm Davis has resigned as f 
vice-president of Bankers’ Publish- J 
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if 


sift Advertisers and agents say “thumbs up” for Cosmopolitan. 


Up goes COSMOPOLITAN’S AUTOMOBILE 
LINAGE—40% GREATER in the first 5 months of 
1939 than in the same issues in 1938. The dual readership 
of 1,837,000 families is a SPRING TONIC for the motor 


oni COSMOPOLITAN’S DISPLAY LINAGE ior 
F 


BS : the first 5 months of 1939, against the same issues in 


1938, is OVER 8% UP. 


a 
Qo 
Qa. 
ie otal = 


car industry. 


—_ 
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®” Greater Today Than Yesterday 


Greater Tomorrow Than Today” ®”Greater Today Than Yesterday 


Greater Tomorrow Than Today" 


Spring fever. COSMOPOLITAN’S LINAGE in 
WOMEN’S WEARING APPAREL (or the first 


Cosmopolitans Follow the Sun—and advertisers profit 
thereby. TRAVEL LINAGE ir COSMOPOLITAN 


for the first 5 months of 1939, against the first 5 months 5 months of 1939 against the same period in 1938, is 


of 1938, is 19% UP. 128% UP. 


- ®” Greater Today Than Yesterday 


rers Greater Tomorrow Than Today” 
vest 


®” Greater Today Than Yesterday 
Greater Tomorrow Than Today” 


ver 
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Long Range Hoover 


Campaign Rings Up 
Five Millionth Sale 


Two-lnch Ad Marked 
Start of Consistent 
National Copy 


By Richard B. Espey 
(Picture on Page 31) 


Chicago, March 9.—The Hoover 
Company rolled its five millionth 
cleaner off the production lines this 
week and took time out briefly to 
look back upon 32 years of consist- 
ent sales effort for a product on 
which some $4,000,000 has been 
spent to keep it abreast of the times. 

The sales record, company execu- 
tives said, has never been surpassed 
either in the electric cleaner field or 
in the entire major household appli- 
ance industry. It is a record that 
lends itself naturally to promotional 
purposes and will be so used in 
spring advertising. 

Hoover’s success hasn’t been 
achieved without some degree of 


| 
| difficulty, particularly in advertising | 


and distribution. The first Hoover 
—which incidentally weighed 45 
pounds—emerged from a_ harness 
shop in North Canton, O., in 1907. 
It wasn’t long after that until the 
first Hoover advertisement appeared 
in The Saturday Evening Post. 

This two-inch insertion repre- 
sented the company’s entire cam- 
paign for 1908. It marked the be- 
ginning, however, of a program that 
has continued without interruption. 
Newspapers, magazines and radio 
have been the chief media, with 
magazines receiving the major share 
of all its advertising. 

A comprehensive analysis of this 
program was given company execu- 
tives recently by H. R. Bamberg of 
the advertising department. Mr. 
Bamberg went back into the files, 
scanned all the magazines in which 
Hoover copy had appeared and 
came up with a table showing the 
schedule for each year since 1908. 
The total number of magazine inser- 
tions during this period was 1,236. 
Circulation figures for this copy, 
according to Mr. Bamberg, have 
reached a “New Deal’ figure of 
1,739,880,627. 


All Copy in Color 


The current campaign is running 
in seven national magazines: Amer- 
ican Home, Better Homes & Gar- 


el 


dens, Good Housekeeping, House & 
Garden, Ladies’ Home Journal, Life 
and the Woman’s Home Companion. 
Full color pages are being used ex- 
clusively in line with Hoover’s em- 
phasis this season on “color clean- 
ing.” 

Copy stresses the trend toward 
brighter, gayer colored rugs and 


} on come and go, so ‘tis 
said, but a lot of them stay on in Popu- 
lar Mechanics, year after year. 

In the issues of 1939, including April, 
there have been more than twenty ad- 
vertisers who have used Popular 
Mechanics Magazine for thirty years 
or longer to sell their goods or services 
direct to their prospects. 

Among general advertisers, selling 
through retail outlets, who also have 
already used Popular Mechanics in 
1939, are quite a few, too, who began 
advertising in the magazine more than 
twenty-five and thirty years ago. 

When an advertiser renews his 
thirtieth or thirty-third yearly con- 
tract without missing a single inser- 
tion, it shows he has found a permanent 
market for his goods. 

But what about the comparative 
newcomers? Do today’s records show 
that they are finding markets for their 
goods among readers of Popular Me- 
chanics? To keep this advertisement 
from running to book size, let’s consider 
only the general advertisers, selling 
goods through dealers. 

Well, in the first four issues of 1939 
there have been 121 general adver 
tisers. Ninety-four of these used space 


200 East Ontario Street, Chicago, Illinois 


Let's look at today’s 
RECORD 


some time during 1938. That's a pretty 
good carry-over from a year that few 
concerns called generally satisfactory. 
And eighty-one have carried on from 
1937, with only four months of 1939 on 
the records as yet. 

This means, even as early in the year 
as this, that the great majority of ad- 
vertisers who come into Popular Me- 
chanics find in its readership a market 
that proves profitable, year after year. 

That’s true for a wide range of prod- 
ucts that men buy or have a hand in 
buying. Among the products sold 
through retail outlets and advertised 
consistently during the past few years 
are automobiles and automotive acces- 
sories, tobacco products, toilet requi- 
sites, drug products, cameras, house- 
hold equipment, sports goods, building 
materials, office equipment, musical 
instruments, machines, home workshop 
equipment and tools. 

This is today’s record:—Goods are 
sold when advertised to the responsive 
readership of Popular Mechanics. If 
you wish further conclusive details be- 
fore making up your new schedule 
write for information on distribution 
of readers, occupations, incomes, and 
buying habits. 


POPULAR/ SWECHANICS 


—_ 


New York . 


Columbus 


NEED NEW FLASHLIGHT BATTERIES? 


Ray-O-Vac Company, Madison, Wis., has distributed this new flashing change 

tray as a reminder to customers that they may need new batteries for their flash- 

lights. The display holds six Ray-O-Vacs and is created of Bakelite by the 
Richardson Company. 


draperies in the home and the ne- 
cessity of keeping these colors fresh. 

The company spends much time 
and effort in making its 5,000 sales- 
men aware of the campaign and of 
its sales making potentialities for 
them. These salesmen work out of 
such authorized outlets as depart- 
ment stores on a straight commis- 
sion basis. Considerable control, 
however, is exercised over their 
activity. For example, they are re- 
quired to report each morning for a 
conference on sales techniques. 
These meetings also afford the com- 
pany an opportunity to stimulate 
salesmen’s efforts through a variety 
of contests. 

The most recent of these, which 
closed this week, demonstrates the 
company’s desire to have its men 
make good use of the national copy. 
In this contest, each man used a 
copy of Life magazine carrying one 
of the Hoover color pages. Prizes 
were awarded to the man in each 
district who obtained the greatest 
number of consumer signatures on 
the actual advertisement. Signatures 
did not necessarily indicate a com- 
plete demonstration but they did 
signify that the consumer had seen 
and read the copy. Development of 


competitive spirit, rather than the 
offer of large sums in prizes, makes 
these contests successful, according 
to company executives. In the last 
drive, each district winner received 
a carton of cigarettes. 

Although the Hoover men are not 
on a salary basis, their commission 
is substantial, territories are pro- 
tected and there is never a cleaner 
sold without some salesman receiv- 
ing the credit. 


Budget Larger This Year 


The use of color copy this season 
represents a substantial increase in 
the Hoover appropriation over that 
for 1938. The company has used 
color copy before although not for 
the past few years. Radio has also 
been used, but is not under consid- 
eration at the present time. Some 
local newspaper copy is placed 
through district offices at the latter’s 
expense. 

Coincident with its consistent ad- 
vertising, Hoover has spared little 
in the development and presentation 
of its product. The current models 
are the result of more than $4,000,- 
000 in engineering and research, 
producing more than 500 patents 
for the company. Design is ultra 
modern and functional and is the 
work of Henry Dreyfuss, well- 
known industrial designer. 

And while packaging an electric 
cleaner isn’t the easiest job in the 
world, Hoover’s ensemble cleaner 
carton was awarded the Wolf trophy 
last year in the packaging competi- 
tion sponsored by the American 
Management Association. 

Don Colvin is the Hoover adver- 
tising manager. The account is 
handled by Leo Burnett Company. 


Reeves in Chicago 


Knox Reeves Advertising, Min- 
neapolis, will open a Chicago office 
to service Wheaties and Bisquick, 
General Mills accounts which it 
takes over under the allocation re- 
cently reported in ADVERTISING AGE. 
Several General Mills radio pro- 
grams originate in Chicago. 


Hedges in Houston 

Howard P. Hedges Advertising 
Agency has moved from Austin, 
Tex., to Houston. 


Now ready for you—the new Kaufmann and 


Fabry Company's 1939 “PHOTOGRAPHIC 


ILLUSTRATION LIBRARY” . 


photographs 


. . over 1500 


scores of different subjects 


every picture packs a punch! 


The price —$5.00—will be de- 
ducted from your first $10.00 order. 
Ask for ten days free inspection. 


KAUFMANN & 
425 S. WABASH AVE. * 


TELEPHONE * 


FABRY CO. 
CHICAGO 


HARRISON 3135 
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LIKE 


_ 


PASTEPOT 


AND SHEARS 


Syndicate Mats and 
Group Supplements Are 


And 146,000 Oklahoma homes know there is no other newspaper like it! 


Readers know that from first to last page the 
Sunday Oklahoman is their own newspaper, mir- 
roring every news item and feature from a typical 
Boiler plate copy, syndicated 
supplements and impersonal features have never 


had any place in the Sunday Oklahoman. 


Oklahoma angle. 


The Sunday Oklahoman has its own editor apart 
from the Daily Oklahoman and Oklahoma City 
Times. Its own fashion artist interprets the 
world’s fashions in terms best known to Oklahoma 
women. Its staff cartoonist has won national rec- 
ognition. Its literary, dramatic and music critics 
are native Oklahomans. Its sparkling 16-pages of 
color comics are printed in its own plant. 


And through Mistletoe Express, its own 
state-wide motorized distribution system, the same 


Sunday Oklahoman that is being read at Oklahoma 
City breakfast tables is placed on doorsteps in the 
farthermost corners of the state that same morning. 


The Sunday Oklahoman has been specifically 
planned to enlighten, instruct and entertain Okla- 


homa. It depends upon the excellence of its own 
staff to produce such a newspaper. Through its 
men, methods and machinery it has become the 
favorite of Oklahoma . . . the largest Sunday news- 
paper in the Southwest . . . the fastest growing 
Sunday newspaper in the entire South. 


rue, Susedlal OKLAHOMAN 


THE OKLAHOMA PUBLISHING CO.»« THE DAILY OKLAHOMAN AND TIMES »« THE FARMER-STOCKMAN 


MISTLETOE EXPRESS SERVICE »« WKY, OKLAHOMA CITY »« KVOR, COLORADO SPRINGS 


KLZ, DENVER (UNDER AFFILIATED MANAGEMENT) »« REPRESENTED BY THE KATZ AGENCY, INC. 
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ADVERTISING AGE 


1939 


National Biscuit 
Bolsters Shredded 
Wheat Marketing 


New York, March 7.—Although 
court decisions in this country, Can- 
ada and England have ended the 
National Biscuit Company’s exclu- 


sive right to the trade name 
Shredded Wheat, the company is 
proceeding vigorously to hold its 


market by using a new advertising 
appeal to drive home the point that 
its product is the original Shredded 
Wheat. 

A nationwide newspaper cam- 
paign, supplemented by color inser- 
tions in The American Weekly and 


This Week, has just been released. 
|Copy features the “Spring Pick-Up” 
ibenefits of National Biscuit 


|Shredded Wheat. 


Vital Point Emphasized 


“Shredded Wheat” appears seven 
times in initial newspaper copy, and 
each time the product name is pre- 
|fixed by the words “National Bis- 
cuit.” An arrow pointing to a pic- 
jture of the package advises that 
|consumers “look for this package.” 

The package used for 40 years 
now carries the line, “The original 
|Niagara Falls product.” The same 
phrase is used again at the bottom 
jof the new newspaper copy. 

Another effort to convince buy- 
jers that Shredded Wheat means the 


National Biscuit product is made in 
;copy which suggests that custom- 
lers specify “National Biscuit 
|'Shredded Wheat.” Copy also de- 
lclares that “for more than 40 years 
it has been the favorite breakfast 
of millions.” 


Ainsworth Joins Agency 

Harry Atkinson, Inc., New York, 
|has appointed W. P. Ainsworth as 
account executive. He was formerly 
jin the New York office of Holland’s 
| Magazine. 


Furniture to Sieck 

H. Charles Sieck, Inc., Los An- 
geles, has been named to handle 
radio and publication advertising 
for Peck & Hills Furniture Company 
of California, Los Angeles. 


‘Moves Holland Office 


The Netherlands office of J. Wal- | 


ter Thompson Company has been 
moved to Amsterdam from The 
Hague. New campaigns are being 
released from Amsterdam for the 
following American manufacturers: 
Coca-Cola Company, General Foods 
Sales Company, Kellogg Company, 
Kraft-Phenix Cheese Corporation, 
Scott & Bowne, and J. B. Williams 
Company. 


Issues Buying Guide 

The first edition of “Chicago Ad- 
vertising and Printing Mart,” a 
178-page spiral-bound volume as a 
work book which contains explana- 
tions of printing processes and 
sources of supply, has been pub- 
lished by Printing Mart, Inc. The 
book is an annual. 


Los Angeles has aby Appetite! 
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Los Angeles likes good food and lots of it. 
This one county buys over three-quarters of all 
the food sold in the 11 Southern California 
counties. 


When you are making plans to cover 
this market, remember that the Los Angeles 
A.B.C. City area accounts for more than 75% 
of this county’s annual retail sales. 
too, that in the A.B.C. City of Los Angeles, 
The Evening Herald and Express is read by 


Remember, 


50% more families than the 2nd Daily. 
ne: 57% more families than the 3rd Daily. 
EEE 140.6% more families than the 4th Daily. 
m 165.4% more families than the 5th Daily. 


This newspaper, with the largest daily 
circulation of any daily newspaper in the West 
and the largest daily circulation of any 5c 
newspaper in America, gives advertisers both 
QUANTITY and QUALITY coverage of the 


West’s richest market. 


Bar 


Retail Food Sales 


in the 11 Counties of Southern California 


Charts Represent 


LOS ANGELES EVENING 


HERALD~£xpress 


National Representatives: PAUL BLOCK and ASSOCIATES 


March 13, 
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Delicious Balanced 
Nourishment 


Why is National Biscuit Shredded 
Wheat such a fine spring pick-up 
and so temptingly delicious? Be- — 
cause all the delicious inner flavor y 
of , sun-ripened whole wheat 
is fae Ne out oan making. 
The rich, favor-laden cells of the grain burst open in 
a bath of pure steam. Then the grains are pressed, shaped 
into fragrant biscuits, and baked crisp and browa. 
There's wholesome balanced nouri nt in Nationa! 
Biscuit Shredded Wheat with milk — eight vital food 
essentials for muscles, nerves, blood, teeth and bones — 
« grand spring pi “up. 
} hem | the choicest wheat will do,” say our Quality 
| Control experts. That is one reason why for more than 
40 years it has been the favorite breakfast of millions. 
Ask for “National Biscuit Shredded Wheat". Your food 
store receives fresh supplies of it directly from swift 


y 


NATIONAL BISCUIT COMPANY 


xe 77 wr 
NATIONAL BISCUIT 
SHREDDED 
WHEAT > 


INAL NIAGARA FALLS 


National Biscuit Company emphasizes 
the background of its own Shredded 
Wheat product in a new campaign. 


Form Radio Network 
in Minnesota 

The Minnesota Radio Network, 
first operating network in _ the 
Northwest, has been established 
with KSTP, Minneapolis, as the key 


station. Other stations in the new 
network are KYSM, Mankato; 


KROC, Rochester, and KFAM, St. 
Cloud. 

The Red and Blue network fea- 
tures of NBC will be available on 
the new network. 


S-W Promotes Crockett 


John E. Crockett, formerly assist- 
ant to F. R. Cross, director of ad- 
vertising, has been placed in charge 
of accessory sales promotion for 
| Stewart-Warner Corporation, Chi- 
| cago. 
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MARCH 13, 1939 


An advertisement addressed 
to advertising agencies by 
the McGraw-Hill Publishing 
Company, Inc., New York, N.Y. 
— Offices in Atlanta — Boston 
Chicago — Cleveland — 
Detroit — Philadelphia — 
San Francisco — 
St. Louis. 
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New Defense Program 
Industry’s Immediate Interest 


Because of its present urgency all manner of publications highlight 


the subject of defense . 


many highlighting from articles in 


\icGraw-Hill Publications. Today in the midst of America’s prime 
planning, business and industry demand infinitely more than spot- 
lighting. They demand probing—local probing—international prob- 
ing — all of which falls within the scope of McGraw-Hill editorial 
machinery. Here are important examples of vital probing on de- 


lense, appearing in Current issues; 


“Arms and the Business Man” 

Under this heading BUSINESS 
WEEK gives the business executive 
the true bearing of the new military 
program on present business . . . its 
significance as a part of the general 
spend-for-prosperity drive, — the 
moneys to be expended, where and 
for what—and the effect on the 
markets. For a copy, ask for No. 1 


“Industry and the New Defense Program” 
In the current issue of FACTORY, 
The Honorable Louis Johnson, As- 
sistant Secretary of War, reviews de- 
lense developments to date in an 8- 
page article entitled, “Industry and 
the New Defense Program.” Indica- 
tive of its thoroughness, consider the 
treatment of one item — aircraft. 
Highlighting might say that aircraft 
plants will receive large business, 
but this article shows that the sig- 
nificance of the new aircraft pro- 
gram is not limited solely to the 
manufacture of planes, but affects 
such “surrounding” industries as 
forgings, bearings and anti-friction 


assemblies, sheet aluminum, steel 
and copper tubing, stainless steel, 
magnesium alloys, electrical wire 


and control cables, plastics, paints, 
varnishes, upholstery, rubber, in- 
struments, silk, machine tools, fuels 
and lubricants. The article probes 
all angles of the program, even to 
the addresses of the 49 field offices 
of the War Department's procure- 
ment planning and the names of 
those in charge. For a copy, ask 
OP: ccveessobnbeaatwas eared No. 2 


“The Arsenals in Action” 


A 16-page insert in AMERICAN 
MACHINIST details the equipment 
and needs of the six great manufac- 
turing arsenals—emphasizes their key 
position in national defense and 
the necessity of equipping them to 
today’s needs. Major General C. M. 
Wesson, Chief of Ordnance, U. S. 
Army, adds a message to this prob- 
ing display titled, “The Arsenals 
and Industry,” commenting on the 
metal-working industry's link to his 
department, and adding “Because 
of the increased variety and com- 
plexity of present day metal-work- 
ing methods, this mutual helpful- 
ness is needed today as never be- 
fore. | am counting on it to put 
our manufacturing arsenals on a 
more efficient footing.” For a copy, 
 G meererrerrerree ree No. 5 


“Ports, Planes, Pilots” 


Does it surprise you that there are 
2.260 airports and landing fields in 
the U. 8.2 “While the countries of 
Furope have found it necessary to 
militarize their civil aviation, we 
haven't been doing too badly under 
our system of private enterprise,” 
says the current issue of AVIA- 
TION, in but one of its searching 
stories on the status of America in 
planes, ports and pilots. S. Paul 
Johnson, Editor, recently back from 
abroad, adds another article to his 
findings in Germany and Italy. 
For a copy ask for......... No. 6 


\rticles such as these are far removed from the highlight school of journalism. 
They're meat your clients thrive upon. Much as McGraw-Hill prides itself by 
continued visits of chief editors to all seats of news here and abroad — the type 
of probing that characterizes such articles require “continually-on-the-spot” edito- 
rial representation. So in every important center of the world the grasp of its 
editorial machine is at work producing a constant flow of developments. Today's 


scene changes too fast for periodic visits. 


BATTLE OF FUELS 


Small Stoker Sales Gain 
Hailed by Coal Men 


The advertising campaign inaugurated 
with the formation of Anthracite In- 
dustries, Inc., three years ago, ap- 
parently began to be of real effect in 
checking the rate of loss to compet- 
itive sources of energy, says COAL 
AGE. With the resumption of its 1938- 
89 season program, the organization 
adds metropolitan Sunday newspapers 
to its list of media for advertising em- 
phasizing the 7 points of heating satis- 
faction in anthracite, characterized as 
“champion fuel.” Small stoker sales 
gained in °38, while oil burner ship- 
ments in U.S. declined. 

For complete analysis........ .No.3 


GOOD-WILL ADS BOOST BUS 


How Bus Operators Bring 
Business to Ticket Windows 


By releasing a bus load of toy balloons 
each carrying a coupon entitling the 
finder to a free bus ride — is one way 
to achieve circulation and get back 
signed coupons. It worked in a big 
wavy when accompanied by well-aimed 
advertising and publicity. 

BUS TRANSPORTATION features 
4 crop of new ideas for trafic men 
including two publicity stunts, some 
ingenious anniversary advertising and 
four unique copy slants— all proved 
successful in different parts of the 
country. For a copy of the article, 
AM GOT vccsiccccccccvcesecece No. 4 


CLIENT'S 1939 PROBLEMS 


Plant Operating Men 
Enumerate Big Jobs for 1939 


Equally as important to the advertis- 
ing agency as sales points on the prod- 
uct are the problems in producing the 
product. The American Management 
Association asked several hundred pro- 
duction executives to write their an- 
swers to two questions: (1) What in 
your company, is the most significant 
development of the past year affecting 
production management? (2) What 
production problem—either broad pol- 
icy or specific method — is most impor- 
tant to you now? 

The President of the Association has 
selected 20 of the answers, as indicative 
of the production mind, and has pre- 
sented them in an article in FAC- 
TORY MANAGEMENT & MAINTE- 
NANCE. For a copy, ask for...... No.7 


PUAA URGES ADVERTISING 
Advocates Advertising Policy 
to Meet New Conditions 


Members of the Public Utility Adver- 
tising Association were told at a recent 
meeting that they should employ their 
advertising in a fashion to keep pace 
wth current conditions and = circum- 
stances. It should convey a_ helpful 
message to customers, says W. H. 
Hodge, advertising and sales consul- 
tant, to regain public confidence im- 
paired by political assault. ELEC- 
PRICAL WORLD reports the meeting 
and names those on the program who 
want more and better advertising. For 


2 COPY, ASK FOF ..cccccccccceses No. 8 
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Tomorrow’s Newspaper 
Production 


Transmitting apparatus used by station 
W9OXYZ, experimental radio facsimile broad- 
casting station operated by the St. Louis Post 
Dispatch. The first radio edition, sent to 15 
members of the station's staff, consisted of 
nine pages eight and one-half inches long and 
four colums wide, using standard newspaper 


7 point type. From ELECTRONICS. 


PAINTLESS METAL COLORING 
Base Metal or Alloy 
Becomes Part of Coating 


To create buying demand, the artistic 
coloring of the product is just as im- 
portant as the artistry of the adver- 
tisement. PRODUCT ENGINEERING 
starts a series of articles on chemical 
or electrochemical coloring of metals 
— accomplished in three ways: (1) by 
producing a thin, colored chemical 
film, (2) electrodepositing another 
element upon the object, (3) using a 
metal having the desired color. For 
a Copy, ask fOr ...ccccccsccsess No. 9 


ADVERTISING MORATURIUM 
Rayon Makers Hold Up 
“Cooperative Advertising” 
for Houseclearing 


Discarding the bad, retaining the good 
in a cooperative advertising scheme is 
the end of negotiations current for 
weeks in the rayon field. Meanwhile 
cooperative advertising is held up. 

Parties are rayon yarn manufactur- 
ers, gray goods mills, converters, gar- 
ment makers and retailers. 

It's an involved story that needs the 
best advertising advice. TEXTILE 
WORLD gives a full page of the de- 
tails that have tangled up and held 
up advertising volume, until an ad- 
vertising Moses appears. For a copy, 
TE ivi pave ss 6000530000 80s No. 10 


INVENTORY OF PROGRESS 


Status of 100 Projects 
Each Costing Over $1,000,000 


Major construction undertakings from 
coast to coast must shortly change the 
buying habits and needs of vast terri- 
tories. One hundred of these develop- 
ments are selected for illustration and 
review by ENGINEERING NEWS- 
RECORD. They include Water Sup- 
ply, Sewage Disposal, Flood Control, 
Power and Irrigation, Waterways Land 
Reclamation, Bridges, Terminals, Tun- 
nels, Subways, etc. 

For this picture of tomorrow's Amer 
ica, ask for ... No. 11 


DRIVE ON BRANDY 


Active Promotion to Find 
Bigger Market 


Last year’s tax increase on liquor left 
out brandy. Last year’s huge California 
grape crop forced the making of an un- 
usual volume. Now the job for advertis 
ing is to jolt tipplers out of established 
scotch-and-soda habit into the brandy- 
and-soda field. The story of this set-up 
by BUSINESS WEEK also points to 
the plans of the Wine Institute to 
wend about $700,000 for three years 
in a national advertising campaign 
For a copy of the story, ask for No. 12 


“NM K BY’ 
An Advertising Idea 
That Sells and Sells 


Three years ago the present Modern 
Kitchen Bureau started out to sell an 
idea through advertising and local 
tie-in. 

They quickly found that once the 
MK idea had taken root in the house- 
holder's mind, a new market was 
opened up tor a wide variety of mer- 
candise sales. These facts picture the 
magnitude of results: 14,000,000 out 
of 22,800,000 wired homes are em- 
braced by the activities of the bureau. 
88 utilities serving 4,800,000 customers 
accounted for the sale of 9,618 modern 
kitchens to the tune of range, refrig- 
erator and water heater sales worth 
$2,800,000. They modernized 4,661 old 
kitchens to the total of $1,350,000 in 
range and refrigerator sales. 

ELECTRICAL MERCHANDISING 
carries the story of growth and pre- 
sents the new activities for 1989 backed 
by extensive national advertising, di- 
rect mail, window banners, counter 
cards, newspaper ads, radio spot an- 
nouncements, etc, 

For a copy of the story, ask for No. 13 


ELECTRICAL FARMING 
What Is Ahead 
in This Developing Market 


The farmer now takes a place in the 
electrical advertising picture. A million 
farms have been added to central sta- 
tion service in the last 12 years. 
More than that, widespread opportu- 
nities from electric service greet the 
farmer today unheard of 12 years ago 
— processing in the growing, market 
ing and utilization of crops; incubator 
and brooder operation and control; 
soil heating, dairy operations, evaporat- 
ing air conditioning, etc. For a copy of 
an article in ELECTRICAL WEST, 
showing how research is broadening 
a great market, ask for..... +» No. 14 


NEW FOOD MARKET 
America-on-Wheels 
Forces a New Eating Trend 


Less than 10 years ago Howard John- 
son built his first roadside stand, out 
side Boston. Today it is a $20,000,000 
business built on the principle that 
“consumers will pay for quality.” The 
figures given by FOOD INDUSTRIES 
in this success story point to a tre 
mendous outlet in serving America on 
the “go.” (Food sales through restau- 
rants and eating places indicate a 1939 
market of more than 3-billion dollars) . 
For a copy of the article, ask for No. 15 


SAVINGS IN PRINTING 


Same Quantity — Same 
Quality — Less Cost 


Let's quit arguing Townsend and talk 
about Knox. 

The “Knox Plan for Printing Con- 
trol” is bound to be a_ controversial 
morsel in the twin fields of the graphic 
and advertising arts. Printers, paper 
men, copywriters and advertising pro- 
duction men will feel that it cramps 
their styles until they give it a genu- 
ine feel. 

Only then will they see that the 
10-40%, savings promised by the plan 
hits nobody's pocketbook and comes 
solely from prevention of economic 
loss. BUSINESS WEEK outlines the 
plan — which you may have by check- 


1939 — TELEVISION YEAR 
Opportunities for Advertising 
Agencies Given in Report 


After years of conjecture, the arrival of 
television has been definitely dated as 
April 1939. 

Sets go on the market in April. 
N. B.C. begins a regular television 
broadcasting service with the opening 
of the New York World's Fair on 
April 30th. 

An understanding of television's ba- 
sic problems is important not only to 
those businesses, like advertising, which 
sees in television a new tool of great 
potential utility — but to the host of 
industries that will finance and equip 
television. Business Week presents a 
report to executives analyzing both the 
problems and the needs of the new 
industry in terms of the opportunities 
it presents. It lists also the names and 
addresses of the set manufacturers, the 
cathode-ray tube makers and the gen- 
eral development and patent-holding 
companies, 

For a copy, ask for.......++. No. 17 


LONG DOGS 
Zipper Sausages Bring 
More than Sales Appeal 


Advertising men need not be told that 
new packaging developments are tre- 
mendous aids in carrying an adver- 
lising campaign to success. But fre- 
quently they involve increases in pro- 
duction cost. However, the zipper on 
the sausage increases production § ca- 
pacity 600%, as an article in FOOD 
INDUSTRIES points out. It increases 
sales. It cuts production cost. An agen- 
cy — full of accounts having those fac- 
tors, would never have billing trouble. 
For a copy of the article, ask for No, 18 


PEACE — IT’S PROFITABLE 


End of TVA Controversy 
Expected to Open Boom 


The clearing of the TVA situation is 
expected to open a major boom in 
utility expansion and buying of elec- 
trical equipment — says ELECTRICAL 
WORLD in a story of the $80,000,000 
purchase of the Tennessee Utility 
properties. Then as a heartener in 
such prediction, a story follows, titled, 
“Construction Budget Increased by 
Pennsylvania Power & Light” and de- 
tailing the allocation of a $3,000,000 
on general work. 

Agencies interested in electrical ac- 
counts will find much material in 
these stories to reinforce presentations. 
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Liquor Advertising Problems 


Gov. James of Pennsylvania has | 


taken an aggressive attitude against 
promotion of liquor sales 
through window displays, as a re- 
sult of which display material of 
this kind may no longer be used in 
that state. In a letter to members 
of the Liquor Control Board, Gov. 
James said: 

“Let me thank you for your de- 
cision to that liquor store 
windows no longer be used to ad- 


active 


order 
vertise liquor. I believe I am echo- 
ing the voice of countless men and 
women of Pennsylvania in express- 
ing the repugnance I have always 
felt for the elaborate displays of 
various brands of alcoholic bever- 
thoroughfares in 
conjunction with the name of the 


ages on. public 
Commonwealth of Pennsylvania.” 
The governor added that he be- 
lieves the public, in welcoming re- 
did say, 
“We want it plastered in an offen- 
the pages of 
magazines, or as 


peal of prohibition, not 


sive manner across 
newspapers or 
gaudy displays in show windows.” 

Gov. one governor of 


one state, although a highly impor- 


James is 


tant one. However, his attitude and | 


policy may be regarded as indicat- 
ing a trend. It seems to be evident 
that there is some public resistance 
to excessive promotion of liquor. 
The question for the industry to de- 


Keep Interstate Commerce Free 


Henry Wallace, 
Agriculture, is 


Secretary 
concerned because of 
the trade barriers 
interfering 
with the normal flow of agricultural 
products from one state to another. 


set up between states, 


The subject is obviously as broad 
in scope as commerce itself, and the 
Secretary makes a point on which 
all advertisers, especially those in- 
terested in the maintenance of na- 
tional markets, can agree 

“The trade 
between states,” he said in a recent 
tatement, “provided a powerful in- 
centive for calling the constitutional 
convention in 1787. The resulting 
Constitution, it thought, in- 
ured free trade between the states. 
Today we cannot say that we have 


existence of barriers 


was 


free trade between the states.” 

His report said that practically 
every state has placed regulations 
and restrictions upon interstate 
commerce in recent year: Among 
the objectionable practices cited are 
discriminatory inspection fees: li- 


which are being | 


cide is at what point it becomes ex- 
cessive. 


SUGGESTED AMENDMENT TO PURE FOOD ACT 


—Collier’s 


"Too bad the government doesn't inspect this meat after it's cooked, instead 
of before.” 


Ad-li 


bbing 


The Federal Alcohol Administra- New Safety Approach 


tion has made some tentative ap- 
proaches to the subject. It is con- 
scious of the large amount of liquor 
advertising now appearing. It has 
discouraged the appearance of liquor 
advertising in Sunday newspapers, 
and is reported to be considering | 
the whole subject of liquor adver- 
tising, especially from the stand- 
point of volume. | 

The sale and advertising of liquor 
are today a legitimate activity. Be- | 
cause of social problems and the re- 
cent experience of the country with 
prohibition, it can hardly be said 
that it is wise for the industry to 
ignore danger signals. The volume 
of advertising necessary to support 
the sales objectives of the producers 
may possibly be in excess of what | 
would be considered proper purely | 
from the standpoint of, public policy. 

Advertising media which carry 
liquor advertising are naturally 
concerned, along with the companies 
which sponsor it. The situation is 
a delicate one, in which the selfish 
interests of individual companies | 
should be subordinated to the good 
of the industry and the desires of | 
the public. No one wants to create 
a situation in which a possible re- 
turn to prohibition would gain sub- 
stantial public support. 


of |censes and taxes on goods produced | 


in other states; conflicting grading, | 
labeling and packaging laws, and a 
bewildering maze of quarantines, 
embargoes and other impositions. 
The Secretary also called atten- | 
tion to the promotion of buy-at- 
campaigns in a number of 
declaring that advertising 
which seeks to debar the products | 
of other states from home markets 
in effect tends to set up a boycott. 
Obviously, in view of the economic | 
dependence of the states upon one 
another, it is impossible for any 
state to be entirely self-contained, 
and therefore the urge to buy only 
products made at home is 
sighted, to say the least. 


home 
states, 


short- | 


National advertisers, publishers 
and other media interested in the 


maintenance of free interstate mar- 
kets should support the efforts of 
the Secretary of Agriculture to 
eliminate state not based 
upon health or sanitary require- 
ments. 


barriers 


/a street-width of 


| pensive. 


It isn’t the speed—it’s the energy 
that causes automobile accidents, 
says Travelers Insurance Company 


THE HIGH COST OF SPEEDING 


TABLE BASED ON |OOO-MILE JOURNEY. 
AVERAGE CAR, AVERAGE ROADS, AVERAGE 
DRIVER. DOES NOT INCLUDE ECONOMIC 
COST OF ACCIDENTS, WHICH RISES IN 
PROPORTION TO SPEEDO . . 


MILES 5 35 45 55 65 
me ae ~ He eotien/) he ee el eee “eae © ) 
*DUsS (100), (20W (30W (SQW (7a2W 
eq, % Ql 1QT ‘MQis 3QK 44 QTs 
ae 136 25¢ 43 75¢ | $113 
4 50 GALS 55 GALS. GO GALS 69 GALS. 30 GALS. 
i $875 964 O50 8208 #400 
Pi i , i 
AN $150 | 1300 1450 | $750 #050 
ww 
. i 
f ops $400 4500 14660 81000 81300 
Ore 8 414.98 81788 $2203 13033 $3863 
mame | 1.444 | L79¢ | 22¢ 3034 386r 
Speed Increase \ Cast por 000 Mis Time Saved = \ Gast per Mur Soved 
“35 to 45 1415 64 Hours 3.65 
35 to 55 2.45 104 Hours $1.20 
35 to 65 | 620.75 13.2 Hours | $1.57 
45 te 55 $8.30 40 Hours $2.08 
45 to 65 116.00 6.8 Hours $2.44 
55 te OS $8.30 2.BHours $2.96 | 


| in a really impressive new booklet 


designed to help in reducing the 
motor accident toll. The book 
points out that energy increases | 


: 
progressively as the speed of a car 


increases, and the increment of en- 
ergy far outstrips the addition of 
miles per hour. 

To get this story over in non- 
technical terms, Travelers 
duces the Danger Unit, which it 
says is mathematically equal to the 
energy developed in an automobile 
moving at 25 miles per hour, or to 
actual stopping 


distance, or to one “roll-over” in 


| case of an accident, or to the fall of 


a person off a _ two-story house. 
This sounds highly complicated, but 
Travelers gets the idea 
words and pictures which show that 
at 25 miles an hour, you're driving 
with one danger unit under your 
hood, but at 45 you've collected 
three danger units, and at 75 your 
rolling along with nine of these un- 
pleasant companions beside you— 
or, in other words, at 75 miles per 
hour you have nine times as good 
a chance of getting into a serious 
accident as at 25. 


Another new 


approach to the 


safety problem is illustrated by the | 


table reproduced here, which shows 
how the cost of motor car operation 
increases as speed is increased. As 
Travelers says, “On a_ 1,000-mile 
journey you save but 2.8 hours by 


| 
| to 


intro- | 


across in| 


|'Forgotten Heroes 

| We've often wondered what hap- 
pens to the host of people whose 
| likenesses, accompanied by some 
kind words about this product or 
that, appear in advertisements. 
| We’re not thinking of the society 
| matrons, professional tennis play- 
|}ers, movie stars and others to 
| whom dashing off a testimonial is 
| a pure business matter, to be han- 
dled by the proper business man- 
ager or secretary. We're concerned 
only with the John Joneses and 
| Mary Smiths who rise to sudden 
and unexpected heights with a little 
piece singing the praises of a cough 
| remedy or a pipe tobacco; the once 
| obscure housewives who never fail 
| to please Hubby since they serve 


| Soanso’s spinach at every meal; 
the truck drivers who find it in-| 
| creasingly easy to bellow at less 


| burly motorists because they smoke 


Throat-Easy cigarettes. 

These are the people with whom 
we are concerned. What happens 
these normal, carefree, unin- 
hibited individuals once the celes- 
'tial light of advertising plucks 
them from obscurity? Do they spend 


hours peering through magazines 
and newspapers, hoping § against} 
hope that today is the Big Day, 


and then when it comes purchase 
scores of newspapers or magazines 
to send to their friends and rela- 
tives? Or do they sit back, keep- 
ing their bright secret, waiting for 
the day when Uncle Jim or little 
Susie will rush up brandishing a 
torn leaf which bears exciting wit- 
ness to their fame? 

How many of these chosen people, 
we wonder, can settle back quietly 
after an experience of this kind, and 
never, while cooking the evening 
spinach or driving their 15-ton 
trucks through the crowded thor- 
| oughfares of the city . .. never let 
| their eyes grow dim and their hands 
loosen their grip, while in a fairy 
island of their minds they muse 
upon the fame that once was theirs, 
and wonder when, oh when again 
their chance will come to see their 
pictures and their words in neat 
clean print above the signature of 
Fixem’s Pills 

Could you? 


Jottings 

Lewis Waters, General Foods 
| vice-president in charge of re- 
|search, says too many scientists in 
the advertising pages look through 
their microscopes with the wrong 
eye. Unless they're left-handed, 


Information 
for 
Advertisers 


The followmg documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1469. This Matter of Catalogs 
in Industrial Marketing. 

This 16-page booklet, issued by 
Sweet’s Catalog Service, sum- 
marizes specific information on the 
subject of industrial catalogs, re- 
ceived from 3,310 important engi- 
neers and industrial buyers. The 
data includes the place of the cata- 
log in buying procedure, kinds of 
catalogs industrial buyers find most 
useful, and practice regarding main- 
tenance and use of catalogs. 


No. 1470. The Only Master Key. 

In this folder, Radio Station 
KDKA, Pittsburgh, explains its 
term, the “master market,” with a 
description of territory and radio 
families. A map completes the pic- 
ture of the station’s coverage of the 
market. 


No. 1471. 
tion. 
The Toronto Daily Star has issued 
this brochure, which gives a com- 
plete analysis of distribution, linked 
with market data, showing coverage 


Distribution of Circula- 


in important buying centers and 
smaller towns and villages. The 
study includes a circulation com- 


parison of Toronto dailies, and a 
table of total display advertising 
from 1904 to the year ending Sept. 
30, 1938. 


No. 1467. Facts About the Contin- 
uous Large-Unit Buying of Au- 
tomotive Equipment by the 
Transportation Industry. 

Traffic World has issued this 

bulletin which presents new facts 
on its automotive market, based on 
a recent extensive study. It de- 
scribes the constituents of the mar- 
ket, and new facts in the break- 
down of the market by makes, and 
includes an indication of what its 
group of buying executives will 
purchase in 1939. Charts and pho- 
tographs illustrate the points pre- 
sented. 


No. 1468. Retail Sales and Distri- 
bution by Brands. 


This survey, issued by Elks Mag- 
azine, estimates the annual volume 
of retail sales handled by Elks clubs 
of the country at more than $21,- 
000,000. Over half of this amount 
is accounted for by liquor sales, the 
survey shows. Annual dollar vol- 
ume is given for food, liquor, beer, 
| cigars and cigarettes, with brand 
| preferences itemized. 


No. 1465. The Dallas Market. 


| This new survey, issued by the 
| Dallas Chamber of Commerce, pre- 
| sents facts about population, buying 
power, natural resources and rate 
of growth of the Southwest. It con- 
tains a supplementary map in color, 
showing white population density 
by counties in the Southwest, freight 
service facilities from Dallas, oil 
and gas fields of the Mid Continent 
area, average freight rates, buying 
power within various radii from 
Dallas, and airline connections. 


No. 1444. Specifications. 


Business Week has issued this 
data book full of facts concerning 
editorial content, circulation, read- 
ership and market, with numerous 
advertising success stories. The ma- 
terial is arranged in concise form 
|for easy reference to the subjects 
covered. 


\No. 1461. It’s Check-Up Time. 

| In this brochure The Saturday 
| Evening Post presents itself for a 
| physical examination and invites 


stepping up your speed from 55 to| they'll look with their left eye, he|the reader to be the doctor. Its 


| 65, and you pay almost $3 an hour| says, keeping their right eye free | editorial content, circulation, read- 


for the time you save. Speed is ex-| for help in making notes, drawings | er-interest, and promotional activi- 


Slow down and save!” 


of what they see, etc. ... 


| ties undergo a thorough check-up. 
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ae 


Amid the births and deaths, the rises, falls and 
mergers of publishing, suddenly there appears a 
meteoric opportunity, an advertising natural— 
**Farm Journal and Farmer’s Wife’’. 


Much more than just the largest rural maga- 


zine, *“*Farm Journal and Farmer’s Wife” is born 
full-grown as one of the great national maga- 
zines of the. day. 


It stands among the first eight in circulation 


in all America. 


It is among the first three in home-delivered 
circulation. 


It is the national advertiser’s opportunity to 
buy farm-family purchasing power in the 
same huge blocks and at the same low cost that 


he now pays for mass, urban circulation. 


“Farm Journal and Farmer’s Wife” offers more 
even than that. For, by printing in a single 
magazine the very covers and contents of two 
fine publications, it focusses on this one maga- 
zine the loyalty, belief and enthusiastic follow- 
ing of men and women in millions of rural 
homes. It welds them into full-family coverage. It 
creates a powerful influence over family buying. 


Meteoric opportunity indeed! America’s larg- 
est advertisers have been the first to hitch their 


wagons to it. 


FAR 


JOURNAL 


and 
Farmers) ife 
Graham Patterson, Publisher 


WASHINGTON SQUARE, PHILADELPHIA 
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Jitty Baking Is 
Lure in New Drive 
for Condensed Milk 


New York, March 7.—Housewives 
will be told how to make pies, 
cookies, ice cream, candies, and 
sauces with Eagle Brand condensed 
milk in a fraction of the usual time 
of preparation, according to plans 
for a magazine campaign revealed 
here today by R. Del Dunning, ad- 
vertising manager, manufactured 
products division, Borden Com- 
pany 

Each insertion in the campaign, 
which begins early in April, will 
contain a recipe for making a par- 
ticular dish in less than the usual 


time, by using Eagle Brand. Copy 
also includes a coupon for a free 
recipe book. 

A typical ad is headlined: “Neat- 
est Trick of the Month! Chocolate 
Pie Filling in 5 Minutes.” Copy 
points out that the old-fashioned 
way takes a half hour, and that 
evaporated milk cannot be substi- 
tuted for Eagle Brand in the recipe. 

To Use Magazines 


schedule includes: The 
Weekly, Ladies’ Home 
Journal, Macfadden Women’s 
Group, McCall's, This Week, and 
Woman's Home Companion. Eight 
insertions, beginning April 9, will 


The 
American 


appear in The American Weekly 
and This Week, and six in the other 
magazines. 


Young & Rubicam is the agency. 


'with the Securities and Exchange 


— 


Expert Joins 
Yankee Network 

Robert T. Bartley will join the 
Yankee Network March 27 as 
executive secretary to President 
John Shepard 3rd. He will work 
on special studies as directed by the 
president. 

Mr. Bartley was for two years 
director of the telegraph division of 
the Federal Communications Com- 
mission and more recently has been 


Commission. 


“Press” Promotes Foltz 


James A. Foltz, formerly adver- 
tising manager, has been named 
business manager of the Fort Worth 
Press, succeeding Ray L. Powers, 
who has been appointed business 
manager of the Houston Press. 


Marshall Field 
Advances Schaeffer 

G. Ray Schaeffer has been ap- 
pointed to direct advertising, sales 
promotion and publicity for Mar- 
shall Field & Co., retail, Chicago, 
following the resignation of Clyde 
O. Bedell. Mr. Schaeffer will work 
under supervision of C. C. Bunker, 
vice-president and general mer- 
chandise manager. ‘ 

Mr. Bedell joined Marshall Field 
& Co. to pen the daily editorial 
column which appears in newspa- 
pers over the store’s signature. He 
was later appointed advertising 
manager. 


Shappe Agency Moves 
Louis Shappe Advertising Agency, 

New York, will move its offices to 

215 Fourth avenue on March 18. 


JOHN F. CHAPMAN, Foreign Editor of BUSINESS WEEK, left 


New York February 23 on another of his periodic trips to Europe. 


His itinerary will take him to London. Paris. Berlin, Rome, Buda- 


pest, Warsaw, and Moscow. His job, as usual, will be consultation 


with BUSINESS WEEK’S staff of foreign correspondents and inter- 


views with business and political leaders in all the countries visited. 


During his trip, BUSINESS WEEK will. as usual, add to its Business 


Abroad Department radio and cable reports from Mr. Chapman 


viving his impressions of the outlook in Europe's centers of trade 


and of political stress. 


However, in this critical year of 1939, he has a special mission. 


This is to look at Europe from the viewpoint of American business 


executives who are perplexed by post-Munich contradictions. and to 


prepare for early publication in BUSINESS WEEK a Report to Execu- 


tives analyzing the effect of the kuropean situation on world trade. 


Here is one special phase of BUSINESS 


WEEK'S regular weekly job of giving its 


readers a first-hand answer to the 1939 


question —W hat’s Ahead for Business? 


Business Week 


ACCURATE 


°° AUTHORITATIVE 


High Efficiency : 


Chief Gain from 
Air Conditioning 


York, Pa. March 9.—Though 
business has long recognized that 
air conditioning attracts customers, 
its influence on personnel, working 
efficiency and relations both with 
employer and patrons must be con- 
sidered the dominant factor, accord- 
ing to a new survey by York Ice 
Machinery Corporation. Lavish with 
color and illustrations, the hard- 
bound volume in which results o! 
the research are being presented 
probably establishes a new high ji 
adding human interest to cold 
statistics. 

While all establishments which 
have installed air conditioning re- 
ported favorably on results, en. 
thusiasm was most marked among 
employers whose specialty is sell- 
ing, rather than service. Beauty, 
shops, where a combination of serv- 
ice and salesmanship is required 
voted 100 per cent on the proposi- 
tion that air conditioning increases 
the efficiency of employes. Depart- 
ment stores returned the same en- 
dorsement. 


Patrons More Receptive 


Complementing reports that air 
conditioning reduces hot weathe 
fatigue and makes for more har- 
monious relations between employes 
was the consensus that it also 
makes customers less irritable and 
therefore more amenable to sales 
suggestions. Again, 100 per cent of 
the beauty shops responded to this 
question in the affirmative, while 
93.8 per cent of the department 
stores answered similarly. Beauty 
shops were unanimous in the report 
that customers remain in their 
establishments longer, and 80 per 
cent of such stores said customers 
buy more with air conditioning. 
The figure for department stores 
was 93.8 and 75 per cent, respec- 
tively, and for all establishments, 
81.9 and 57 per cent. Sixty per cent 
of all houses using air conditioning 
reported that it has brought new 
customers to them. On the query, 
“Has air conditioning been a profit- 
able investment?” 86 per cent of all 
users replied in the affirmative, 
with hotels leading with 100 per 
cent. 

The Psychological Corporation 
and Hooper-Holmes Bureau con- 
ducted the York survey. 


Skinner Expands Drive 
for Macaroni Products 


Skinner Mfg. Company, Omaha, 
Neb., has expanded its advertising 
program and will add newspapers 
to an enlarged radio schedule for 
its macaroni and spaghetti. 

Ferry-Hanly Company, 
City, Mo., is the agency. 


Witt Elected 


Harry W. Witt, Southern Califor- 
nia sales manager, Columbia Broad- 
casting System, has been elected 
vice-president of the Los Angeles 
chapter of the American Marketing 
Association. 


Kansas 


The BALTIMORE 
| Station that is nationally 


recognized as FIRST 
in SHOWMANSHIP 


| . 
Call on us for spot program ideas 


NATIONAL REPRESENTATIVES — 


EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 
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FI IPPER rial gathered in the course of a six | using radio in the classroom is rela- | Yegr’s Campai n 
GLOR FIED Z NAB Handbook weeks’ radio education seminar held |tively new. f Mathie g 
T l] U f in connection with the Progressive or 1eson 
ells seo Education Association’s Eastern Mathieson Alkali Works, New 


Radio in Schools 


Washington, D. C., March 9.— 
“How to Use Radio in the Class- 
room” is the latest addition to the 


rapidly expanding publication 
activities of the National Associa- 
tion of Broadcasters. The new 


booklet takes its place with others 
recently published, including “The 
ABC of Radio,’ “How to Use 
Radio,” “Swing or Symphony?” “Is 
Your Hat in the Ring?” “NAB News 
Review” and “If I Ran the BBC.” 

The handbook on the use of radio 
in the classroom is based on mate- 


Workshop at Sarah Lawrence Col- 
lege, Bronxville, N. Y., last summer. 

“Six members, all of whom have 
had considerable experience _ in 
classroom use of radio programs,” 
says the preface, “set for them- 
selves the task of preparing a book- 
let that might stimulate wider use 
of radio by teachers and that would 
at the same time lay the foundation 
for more intelligent classroom radio 
utilization.” 

The new book is intended to be 
introductory and provocative rather 
than comprehensive and conclusive, 


“ *- 4 

Flair’ Appears 

Flair, illustrated magazine for the 
South Shore of Massachusetts, has 
been published at 623 Broad street, 
East Weymouth. A Boston adver- 
tising office is located at 755 Boyl- 
ston street. Paul A. Newsome is 
president. 


Andrews Shifts 


Paul Andrews has joined the ad- 
vertising department of Chicago 
Musical Instrument Company, Chi- 
cago, coming from Piano Trade 
Magazine, Chicago, where he was 
advertising manager. He was for- 


York, has released a full year’s ad- 
vertising campaign for its chlorine 
disinfectant, HTH—15. Farm, poul- 
try and dairy papers will be used. 
Campbell - Sanford Advertising 
Company, Cleveland, is in charge. 


Contest for Crisco 


Procter & Gamble Company, Cin- 
cinnati, launched a _ slogan con- 
test for Crisco through Compton 


Advertising, New York, March 10. 
|The contest will run for three weeks 
three 
radio shows, in 
April 


and will be advertised on 
Procter & Gamble 
Sunday newspapers, and in 


Conmar Products Corporation, Bayonne, 
N. J., has developed this new trade- 
mark for its slide fastener, featuring an 
actual zipper incorporated into the de- 


sign. This new display provides a prac- 

tical means of demonstration. M. J. 

Eisler, of Mears Advertising, New York, 
created the trademark. 


Pequot Plays Up : 
Centennial Year 
in Special Drive 


New York, March 8.—Pequot 
Mills, maker of Pequot and Salem 
sheets and pillow cases, will observe 
its 100th anniversary with a spe- 
cial merchandising campaign April 
17-29, it was announced today. 
April and May issues of seven mag- 
azines and a number of business pa- 
pers will carry anniversary copy. 

“Pequot’s 100th Birthday Party” 
will be featured in the advertising 
which will contrast the old with the 
new. Magazines which will carry 
the special promotion include Amer- 
ican Home, Better Homes & Gar- 
dens, Country Gentleman, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s and Woman’s Home 
Companion. 


Two Dealer Contests 


Other merchandising efforts in- 
clude two dealer contests with a to- 
tal of $1,300 in prizes, a centennial 
issue of “Pequot Pictorial” which 
will be distributed t) 10,000 stores, 
historical window and interior dis- 
plays, and newspaper mats for 
stores. 

The account is handled by Brown 
& Tarcher, New York. 


Crescent Buys Keller 


Crescent Products Company, 
Terre Haute, Ind., manufacturer of 
inks and adhesives, has acquired 
Robert Keller Ink Company, De- 
troit. 


es for Sale 


Five for a Penny 


We can put you in immediate touch 
with 241,534 buyers who will spend 
$60,866,568.00 during this year for 
such necessities as clothing, hats, 
shoes, pens, hose, candy, photographic 
and shaving equipment, musical instru- 
ments, and dozens of other items .. . 

These buyers are the 241,534 boys and 
girls attending 45 high schools in New 
York City. Unprejudiced and un- 
spoiled, they are ready to establish 
buying habits which will influence 
their purchases for the balance of their 
lives. 

You can reach them through their 
own 45 high school newspapers at the 


amazingly reasonable cost—5 STU- 
DENTS FOR ic PER INCH (not 
line) . . . For $48.25 per column inch 


you can appear in all 45 newspapers. 
And for an equally reasonable rate, 
you can reach any or all of 617,009 
additional boys and girls attending 
high schools in 32 states. 

Advertisers (or their agencies) wish- 
ing to capitalize on this opportunity 
are invited to consult with Richmond 
Advertising Service (Publishers’ Rep- 
resentatives), 26 Court Street, Brook- 
lyn, N. Y. 


it is explained, since the practice of | merly with Esquire. |issues of national magazines. 


of man’ HOUSE 1s 4.3 CASTLE 
Its walls hold his proudest possessions. He furnishes it with the best he can afford. 


He buys for it carefully and with consideration. 


In 1938 the TIMES led all Chicago newspapers in retail furniture and household ad- 
vertising. Here are the figures, based on Media Records, Inc. 


TIMES Tribune American Herald-Ex. News 


887,349 546,819 537,894 279,562 252,356 


If the TIMES can lead all Chicago newspapers in advertising relating to the most 
cherished family possession—the home—what can this same family influence do 
for your product, Mr. Advertiser? 


‘THE TIMES 


CHICAGO'S  . NEWSPAPER 


NATIONAL REPRESENTATIVES 
SAWYER -FERGUSON-WALKER CO. 


NEW YORK DETROIT CHICAGO 
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Study of Movie 
Technique Urged 
As Television Aid 


Agency Man Looks to 
Visual Radio As Apex 
of Promotion 


New York, March 8.—Television, 
which unites the sight appeal of the 
printed word and the sound appeal 
of radio, promises to be the apex 
of all advertising media, John 
Black of J. M. Mathes told the 
Advertising and Marketing Forum 
of the Advertising Club here this 
week. 

Mr. Black pointed out that while 
any discussion of television as an 


advertising medium at this time 
must be suggestive rather than 


factual, selling by television is not 
something for the future but is “on 
cur doorstep.” 

The speaker declared that there 
is considerable exaggeration in cur- 
rent discussions of television, but 
that the best authorities agree that 
there is no immediate prospect of 
national coverage via the new me- 
dium. 


Sectional Coverage Stressed 


Regional coverage, instead, “is an 


Mythical Board 
Wrecks Gem 
and Hears Moral 


Cincinnati, March 6.—A piece of 
copy which has been highly re- 
garded both by advertisers and con- 
sumers for many centuries was 
torn to pieces by a board of direc- 
tors at the Advertisers Club of Cin- 
cinnati last week. Jesse M. Joseph, 
local agency man, who directed 
proceedings, used this method of 
demonstrating that it takes experts 
to write advertising, tyros to wreck 
it. 

Assisting Mr. Joseph as members 
of the board of directors of a 
mythical company considering the 


| 


23rd Psalm as a piece of advertising 
were C. W. Browne, advertising 


i'manager, United States Printing & 


Lithographing Company; Robert M. 
Fleming, Harry Miller Advertising 
Agency; Frank King, advertising 
manager, Mabley & Carew Com- 
pany; Sam Levy, Keelor & Stites 
Advertising Agency, and B. F. 
Faulkner. 

Each member of the board had a 
different suggestion as to how the 
advertising might be improved. The 
copy was written by a young man 
named David, and it began, “The 
Lord is my shepherd; I shall not 
want.” 

Acting for the Dartnell Corpora- 
tion, Chicago, Harry Blaney, club 
president, presented medals to Clar- 


lence W. Hamilton, advertising man- 


ager of Globe-Wernicke Company, 
and Charles Staub, circulation 
manager, Cincinnati Enquirer, for 
effective business letters of 1938. 


Three to Remsen 

Remsen Advertising Agency, New 
Haven, Conn., has been appointed 
to handle the following accounts: 
Stamford Wall Paper Company, 
maker of Walcrest engraved wall 
paper; H. B. Ives Company, manu- 
facturer of builders’ hardware, and 
Durham Duplex Razor Company. 
John F. Barteau is account execu- 
tive. 


Wales Resigns Account 

Wales Advertising Company, New 
York, has resigned from the ac- 
count of The Cavalier Hotel, Vir- 
ginia Beach, Va. 


a. 


NIAA Adds Chapter 

from California 

| Industrial Marketers of Northern 
California has become affiliated 
with National Industrial Advertis- 
lers Association, becoming the 18th 
| chapter. Headquarters of the new 
chapter are in San Francisco. 

E. L. Mathy, Victor Equipment 
Company, is president. Other offi- 
cers are G. W. Monfort, Caterpillar 
Tractor Company, vice-president, 
and M. W. Wank, Wank & Wank, 
secretary-treasurer. 


Gundaker to New York 

Guy Gundaker, manager of ac- 
icessory sales of B. F. Goodrich 
Company, Akron, has been ap- 
pointed resident manager of the 
Goodrich World’s Fair exhibit and 
'buildings in New York. 


early likelihood,’ according to Mr. 
Black, and it is time for advertising 
men to begin concentrated studies 
of all phases of television. Some 20 
stations are already licensed to 
broadcast television programs. 

The agency executive drew a 
parallel between the transition from 
radio to television and the transition 
a decade ago from silent movies to 
the talkies. Just as the end of silent 
pictures meant the end of actors 
without good voices, so will much 
of the present technique of radio 
advertising have to be discarded for 
television advertising. 

Regarding what products will fit 
the new medium, Mr. Black asserted 
that there are no more limits on 
what can be sold through its use 
than through printed copy or radio, 
though certain lines lend themselves 


_ MISSOULA 2 
___WALLACE 86 


COEUR DALENE 33 


to the new medium better than 
others. 

“If a product can be_ photo- 
graphed, then it can be sold by 


television,” Mr. Black declared. “To Below: Clearing away trees from 


the service industries, television Sign at 3d Avenue : : : 
offers splendid possibilities for end Division Street, site which will soon be 235 ft. under 
sight-and-sound dramatization of 


: Spokane, Wash. water, behind Grand Coulee dam. 

their sales story. The cue for the . in 

advertising executive on this score 

is to begin at once to interpret his 

product in terms of television.” 
Important Retail Medium 


Retail stores seem to be a natural 


for regional television, he said. For The 

national advertisers, he suggested NE 
the possibility of filming and re- KA 
cording productions to cut costs. spO 7 
“The nearer we get to television RKE 
advertising, the closer we find our 


sales technique touching on that of 


modern movies.” nas and 
The speaker pointed out in this yg .00 col Below: Plant of Potlatch Forests at Lewiston, Idaho, in 
connection that the commercial film 400 A\)) ya at ear" Spokane area. 
of today is clearly destined to play XN coule® yainn BEF 
an important part in television ad- yb aW weal” 
vertising, and that in the past two . uw ri sow ail 
years more than 100 commercial Fre? naw 1e° ak 
films have been shown in television. or { Tae | whe 
In order to pictorialize a product, o ne * yastti* et is" 
Mr. Black recommended that adver- se" yout ’ et nit 
tisers go to the movies and analyze prod \w , al 
every product shown in terms of \ gre anent® 
selling By viewing a picture with 7 .. nee’ nt + oth 
an eye to appraising the sales 5 ads * cari 
appeal of all products, advertisers gave: \ ry) ayy 
can gain helpful hints on techniques | yi 34 


be 


which can 
advertising. 


used in television 


Te levision 
fortunate, 


broadcasters will be 


he predicted, in that the 
early errors of radio can be avoided 
Bad taste and undue stress on the | _ 
sale note are two of the mistakes f , ; 
which should not be repeated 
Murray with Seidman SNDAY meee 
Mal Murray, formerly with Er- SPOKANE, 
win, Wasev & Co., has joined S. T a } ' icag i i 
tr Siege Fedor Bog, # cog I Advertising Representatives — JOHN B. WOODWARD, Inc. — New York — Chicago — Detroit — Bosten — Los Angeles — San Francisco 
ccount executive 
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U.S. Introduces 
Royal Foam 


Latex Mattress 


New York, March 8.—With both 
research and distribution completed, 
United States Rubber Company 
today introduced its Royal Foam 
Sponge mattress in newspapers of 
296 cities. A schedule in National 
magazines will follow on behalf of 
the latex mattress on which U. S. 
and four other rubber companies 
have been experimenting in recent 
years. 

The new Foam Sponge mattress 
was described in the 1,000-line 
newspaper copy as sleep tested by 
the Pullman Company, weight 


tested by Douglas and wear tested 
by Greyhound. 

“With a U. S. Royal Foam Sponge 
mattress,” said the copy,- “you can 
relax for your night’s rest with a 
new sensation of abandoning your- 
self to floating comfort. This mar- 
velous new material buoys your 
body with millions of intercon- 
nected air cells. Gently conform- 
ing, it supports every contour with 
even pressure. 


Explains Foam Sponge 


“What is Foam Sponge? We take 
the pure milk from rubber trees 
on our own plantations in Sumatra, 
whip it into a foam, then bake that 
foam in special molds to give it per- 
manent shape.” 


Distribution is through depart- 


ment and furniture stores. Camp- 
bell-Ewald Company is the agency. 

The campaign breaks as the Fed- 
eral Surplus Commodities Corpora- 
tion is maturing plans to dispose of 
surplus cotton by having it con- 
verted into cotton mattresses for 
sale at a figure considerably below 
the market. 


Schenley Shifts Brusk 


Schenley Distillers Corporation, 
New York, has appointed Thomas 
Brusk as national sales manager for 
domestic brandies and rums. He has 
been with Schenley since 1934. 


Morrell Studio Formed 


Gabriel Morrell has formed Mor- 
rell Studio, advertising art, with of- 
fices at 45 W. 45th street, New York. 


Jail Association 
Starts Publication 

The National Jail Association, 
New York, has begun publication of 
Jail Association Journal, to bring to 
the officers of 4,000 jails and correc- 


tional institutions of the United 
States the best contemporary 
thought in the field. Richard A. 


McGee is editor. 


Named Seiberling 


Advertising Manager 
Norman E. Malone has_ been 
appointed advertising manager of 


Seiberling Rubber Company, Akron, 
|succeeding John H. Bunting, re- 
| signed. 

Mr. Malone has been in charge of 
truck tire advertising and sales pro- 
motion for Goodyear Tire & Rubber 
Company since 1934. 


SIGNS POINT 10 


SPOKANE AREA 
foc ADVERTISING SUCCESS! 


POKANE and tributary area form a 

market almost unique in the United 

States because, endowed with extraordi- 

nary natural resources, this district is walled in 
on all four sides by rugged mountain ranges. 


Great distances separate Spokane from all other 


large cities. To the left 
one of the AAA road 


we show a picture of 
signs, located at Third 


Avenue and Division Street, Spokane, which 
shows distances to Seattle and Portland; and also 
emphasizes Spokane’s closeness to Grand Coulee, 
8th wonder of the world, to Wallace, a thriving 
mining center and to Coeur d’Alene, a progres- 


sive lumbering and mining town. 


A market by itself, Spokane’s Inland Empire 
has as many gainfully employed people as 
Pittsburgh, owns as many automobiles as 


Below: Cantilever cranes at Grand Coulee dam. 
Spokane is only big city near this 8th wonder of 


the world. 


WASHINGTON 


San Francisco, does as big a retail business as Mil- 
waukee! With the tremendous project at Grand 
Coulee, plus record tourist traffic and sound 


conditions in lumbering, mining and farming, all 
signs point to success for advertisers in this mar- 


ket throughout 1939. 


More and more the Spokane area is being used 
as a test market. The Spokesman-Review and 
Spokane Daily Chronicle—each established over 
half a century — give thorough coverage and 
tremendous sales influence in this lucrative field! 


Left: Miner examining high-grade ore 


in the Dudley stope. 


COLOR REPRESENTATIVES—Sunday Spokesman-Review Magazine and Comic Sections—Pacilic Coast Comic and Magazine Group 
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ENTERS AGENCY FIELD 


Lowell H. Stormont, for the past 12 
years advertising and sales promotion 
manager of Real Silk Hosiery Mills, has 


resigned to join Keeling & Co., In- 


dianapolis, as account executive. 


Likes of Socunee 
Held No Criterion 
for Radio Appeal 


New York, March 7.—The cardi- 
nal principle which a _ sponsor 
should remember in selecting a 
radio program is that an advertis- 
er’s pet aversion may be the “de- 
light of millions of listeners who 
bolt their very food not to miss a 
single syllable of what seems to 
them the acme of melody and wit.” 

Such is the philosophy of mer- 
chandising by radio as expressed 
by Ruthrauff & Ryan in a booklet 
called “‘Human! Handle with Care,” 
published by the agency for distri- 
bution among clients and prospects. 

“You may not like a show, but if 
the people you’re selling eat it up, 
it’s good,” according to the agency, 
which also asserts that the level of 
taste and sophistication of the lis- 
tening audience is bound to be 
below that of the sponsor. 


Culture Is Dangerous 


“The worst adviser on earth,” the 
agency observes, “is often your most 
cultured associate. Your golf part- 
ner, your fellow executives, your 
family, may be the most delightful 
persons in the world—possessed of 
infinitely good taste and judgment 
in matters that touch your circle of 
life. 

“But that very fact is prima facie 
evidence of unfitness to judge with 
sure accuracy the tastes of a million 
people on Main Street and Burdock 
Hollow and Clay Creek.” These 
people, according to the agency, 
hold the fate of a program literally 
between the thumb and finger that 
turn the dial knob. 

It is also pointed out that radio 
is a human problem, and that peo- 
ple, not watts or kilocycles, give 
power to radio. “You may know 
radio from microfarads to decibels, 
but unless you know people you had 
better not fool with broadcasting. 

“Electrically, a set has to be tuned 
to the wave-length of the sender. 
Emotionally, it is the other way 
around. The program must be tuned 
to the human wave-length of its 
listeners.” 


Begins Sherry Drive 

Julius Wile Sons & Co. New 
York, has started a newspaper cam- 
paign for Williams & Humbert 
sherries in New York, featuring 
sherry as a wine which can be 
served on any occasion. Compton 
Advertising, New York, is the 
agency. 


Ideal Advances Ullman 


Maxwell L. Ullman of the adver- 
tising staff of Ideal Publishing Cor- 
poration, New York, has been ap- 
pointed Eastern advertising man- 
ager of its women’s publications. 


Crowell with WTAG 


George F. Crowell has resigned 
as production manager of WORL, 
Boston, to join the announcing staff 
of WTAG, Worcester. 
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Voice of the Advertiser 


¥ This depa 


Westerners Invite 
Eastern Admen 


To the Editor: The member 
clubs of the Pacific Advertising 
Clubs Association, realizing that a 
great many sales and advertising 
people from the East and Middle 
West will visit the Pacific Coast 


this season, would like to have some 
of these ladies and gentlemen speak 
before their gatherings. 

I know of no better way of get- 
ting this story to these people than 
through the columns of ADVERTISING 
AGE, which I am confident most of 
them read. Therefore, I am asking 
your cooperation on behalf of the 
23 member clubs of P. A. C. A. to 
let these folks know that we would 
like to have them include talks 
before our sales and advertising 
clubs while they are in the West. 
If they will contact our executive 
secretary, Florence Gardner, Room 
639, Rialto building, San Francisco, 
she will be very glad to notify the 
clubs of the availability of these 
speakers. 

Since our territory extends from 
Boise and Spokane on the north, 
Ogden and Salt Lake City on the 
east, and Phoenix, Ariz., on the 
south, speaking engagements could 
be lined up for these folks coming 
and going, and at most of the points 
on the Pacific Coast from San Diego 
to Seattle. 

Our members are interested in 
various phases of sales and adver- 
tising and realize that the exposi- 
tion in San Francisco will draw 
many of the leaders in these fields 
to the West Coast this year. 

Our members are all interested in 
brass tack presentations that will 
give them a better insight into the 
developments of all phases of mar- 
keting, and we are sincerely hopeful 
that a great many of the Eastern 
and Midwestern business leaders 
will join with us and give us the 
benefit of their knowledge and ex- 
perience. 

I am sure that we can offer to 
them an interested audience at each 
point by presenting the outstanding 
advertising and sales personalities 
of the West. 

This may be asking a lot of coop- 
eration from you, but those of us 
who are readers of your newsy pub- 
lication feel that you will be happy 
to render this assistance to organ- 
ized advertising in the West. 

HAROLD R. DEAL, 
Pacific Advertising 
Association, San Fran- 


President, 
Clubs 
cisco. 
as v v v 
Inquiries As Gauge 
to Campaign Results 

To the Editor: In our newspaper 
recently we published a story about 
advertising by the Ocean City Pub- 
licity Bureau which has stirred up 
a difference of opinion I would like 
to settle. 

The story gave results of the 
city’s campaign of spending about 
$10,000 in newspaper copy last 
spring and summer. While most of 
the copy appeared in newspapers, 
the city for the first time tried using 
five religious newspapers circulating 
in the East and considered the lead- 
ers of as many different denomina- 
tions. 

At the end of the campaign, our 
article reported that only 17 in- 
quiries were received from all five 


church papers, out of a total of | 
some 3,500 from the combined list 
of media We pointed out that 


on an inquiry basis the church 
papers were too expensive and un- 
atisfactory 


had cost ove1 


because each 
$11, 


the 


inquiry 
while the aver- 
ige for all media used was 
$2.63. One of the daily newspapers 
produced an inquiry for every $1.06, 
and another cost $1.77 per inquiry 
All copy carried keyed coupons 


Our art quoted the publicity 
director as saying the experiment 
of using church papers was a failure 


because of the low inquiry return 
This point is disputed by others, 


who contend that in modern adver- 


Letters are welcome. 


| THEY MEAN IT 
REGULAR HALF-YEARLY 


f 
+ ; \ 


rtment is a reader’s forum. 


suds. Consumption in _ copious 
doses is a part of his training cur- 
riculum. Mr. Galento might want 
high figures for the use of his name, 
but considering his own consump- 
tion average, plus his influence upon 
others to imbibe as he absorbs, the 
tie-up has significant potentialities. 
W. R. CUNNINGHAM, 
Advertising Manager, The Le- 
gal Intelligencer, Philadelphia. 


ie, ae 


Holds Listener 
Is Best Censor 


To the Editor: I have just read 
with interest the items in your 
March 6 issue concerning radio cen- 
sorship, and in connection with the 
issue of “too much advertising,” I 
am inclined to believe that a very 
effective censorship now exists in 
the form of the offended listener 
who either tunes out the offending 
program or refuses to patronize the 
advertiser, or both. 

I should like to know whether 
some of your readers agree with my 
opinion that spot announcements 
between programs are unfair to the 


DRESSES 9.95 and*12.95 


(SOmt OF BATON) 


formerly *16.95 to *35.00 


es 


advertiser who sponsors a program 
and deserves to have his initial and 
final commercial preceded or fol- 
Icwed not too closely by that of a 
j}much less expensive “spot spon- 
sorer.”’ 

JOHN C. ROBERTSON, 

Overland Park, Kan. 


“Unfair Sales” Bill 
Before Oklahoma House 


An “unfair sales” bill, designed to 
stop the use of loss leaders, has been 
sent to the Oklahoma house of rep- 
resentatives. The bill would force 
retailers to add 6 per cent to the 
cost price and wholesalers to put on 
a 2 per cent markup. 

A chain store tax bill to impose 
levies graduated from $10 to $1,500 
a store has been reported out favor- 
ably by the Oklahoma house reve- 
nue and taxation committee. 


Agency Starts Drive 
to Assist Salesmen 


A new department that will spe- 
cialize in the development of ad- 
vertising and promotional plans that 
“help salesmen sell” has _ been 
started by Matteson-Fogarty-Jor- 
dan Company, Chicago. Mail order 
principles will be employed to de- 
velop productive leads. 

Curtis F. Moss, formerly account 
executive with Lord & Thomas, 
Dayton, has been appointed head of 
the new division. 


Donnelly to Judge 
Bendix Contest 


Reuben H. Donnelly Corporation, 
Chicago, has been retained to han. 
dle all reading, rating and judging 
of entries in the contest currently 
being sponsored by Bendix Home 
Appliances, Inc., South Bend, Ind 

The competition started Jan. 3) 
and will end April 1. Merchandise 
prizes with a retail value of $27,009 
will be awarded successful contest- 
ants. 


Val-A-Pak Drive Begun 


Atlantic Products Corporation, 
Trenton, has undertaken a cam- 
paign in two national magazines to 
make Val-A-Pak the “most adver- 
tised bag in America,” it was re- 
vealed here today by N. W. Ayer 
& Son, the agency in charge. Plans 
for additional promotion are being 
studied. The drive seeks to take 
advantage of heavy travel expected 
in connection with both world’s 
fairs. 


April 6 Deadline on 
Snapp Award Entries 


Entries in the Josephine Snapp 
Award competition for 1938 will 
close at midnight April 6, it has 
been announced by the Women’s 
Advertising Club of Chicago, spon- 
sor of the competition. 

Mary Coffey is chairman of the 
award committee. 


A cough due to a cold is no joke. Get Smith Brothers Cough Drops. 


(Black or Menthol.) Com only S«—yet they rea real cough medicine. 


Sauth Brothers Cough Drops are the only 
cough drops containing Vitamin A 


This is the vitamin that raises the resistance of the mucous 
membranes of ihe nose and throat to cold infections. 


Another of the whimsies attributed to 
the makeup man. 


tising the inquiry return is not a 
definite indication of relative values 
of media. They point out, prob- 
ably not without some truth, that 
many more vacationists may have 
been attracted than actually wrote 
to the bureau for literature. 
However, I still believe that a 
medium costing about five times as 
much per inquiry as the average, | 
can safely be called unsatisfactory. 
All papers carried about the same 
size copy, although the religious 
papers had specialized messages ap- 
pealing to church-goers because 
Ocean City permits no liquor sales. 
I would like to ask what experi- 
enced advertising men think about 
this inquiry business. If inquiries 
don’t prove anything, why do so 
many of our big advertisers use 
keyed copy? 
HAROLD LEE, 
Daily Sentinel-Ledger, Ocean 
City, N. J. 


v v 


v 
It's the Truth 
To the Editor: Here's a 
layout from aé recent 
Chicago newspaper. 
No kidding—this must be a bona 
fide sale! 


unique 
issue of a 


NAOMI NELSON, 
Chicago. 


vgsfseiy 


Suggests Tony Galento 
As Copy Subject 

To the Editor: The City of 
Brotherly Love, Indictments and 


Forty Million in the Red, seems to 
be exploring new fields of adver- 


tising ingenuity. The introduction 
of a new beer in these parts has 
brought with it an advertising 


drive in newspapers which employs 
small space in the “personal” notice | 
style. 
Anyone who happens to have 50 | 
more acquaintances and friends | 
and has had a few glasses of a new | 
brew, finding its place among many | 
competitive beers around these | 
parts, is personalized in heavy cap- | 
tion, thus making the ads for the 
new beer appear to be an exploita- | 
tion of the individual rather than 
the product 
Inane as is this kind of copy and | 
ineffectiveness in arousing in- | 


or 


its 


terest, it is surprising that the idea, 
if it can be called such, does not} 
suggest to the discoverer a more | 


fertile field, such as the approach- 


ST. LOUIS 


KWhK 


Guaranteed Available Response . . 
for Radio (or for any medium—what?), Meaning is— 
the actual buying potential for your product alone 
which the audience to a specific program, now on the 


air and available for sponsorship, has. 


The Program is “Marriage License Romances.” 
Ryan interviews altar bound couples at Chicago’s City 
Hall and it comes to KWK through the Mutual Broad- 
casting System every Monday, Wednesday and Friday 


from 2 to 2:15 in the afternoon. 


If an entire family can consume $28 worth of your mer- 
chandise in a year (surely they can)—the G. A. R. 
of this program is One Million Dollars. 


increment to add to any bank balance! 


Furthermore, there is no concurrent program on any 
St. Louis Station with a G.A.R. quite so large. Statistics 
are crouching in any Raymer office, and in our own, 


to spring with affirmation upon interested time Buyers. 


HOTEL CHASE 


New York 


Thomas Patrick, Incorporated 


Representative 


PAUL H. RAYMER CO. 


Chicago—San Francisco 


. there’s a new term 


Quin 


That's a fair 


ST. LOUIS 


| ing Louis-Galento heavyweight 

. | 
|match. Tony is in a class by him- 
iself as a guzzler of the foaming 
' 
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| stockholders that the decrease was 
due to declines in interest and in- 
| come from investments, increased 
Wages and taxes and the lowest re- 


Earnings of: 
Advertisers 


a fining margin in several years. 
g 
y . Electrolux Corporation 
e Douglas Aircraft 
No ofit totaled $2,147,392 for For the year ended Dec. 31, 1938 
l Net ot oan pre Nov 30 1938 consolidated net profit was $2,040,- 
| the nscs y. R . 22. tee a = t. 
2 compared with $1,081,513 for the| ta, Compared with $2,775,408 in 
preceding fiscal year. This is an , 
increase of 98.5 per cent. Net sales | Nehi Corporation 
aggregated $28,347,474, against $20,-| Net profit for the year ended Dec. 
950,361 in 1937, a gain of 35.3 per| 31° 1938, shows consolidated net in- 
— come of $934,307, compared with 
* international Silver $958,542 in 1937. 
Lo Report shows net profit of $716,- . 
se 995 for the year ended Dec. 31, American Express 
“a 1938, against net profit of $415,756 Net income totaled $1,613,469 for 
= in 1937. Net sales were $14,680,954 the year ended Dec. 31, 1938, com- 
g in 1938, compared with $14,320,980 ——=——— 


in the previous year. 


Diamond Match Company 

For the year ended Dec. 31, 1938, 
net income amounted to $2,073,862, 
against $2,111,959 in 1937, a de- 
crease of 1.8 per cent. 


pp Beech-Nut Packing 

ill Report shows net profit of $2,- 
572,142 for the year ended Dec. 31, 
1938, compared with $2,741,203 in 
the preceding year. 


Fisk Rubber Company 

Net profit totaled $673,000 in| 
1938, a gain of 102 per cent over | 
net profit of $332,750 in 1937. Net! 
sales were $16,013,551, against $17,- 
607,430 in 1937. 


Armstrong Cork 

Report shows net income of $1,- 
150,796 in 1938, compared with | 
$5,157,887 in 1937. Net sales were | 
37,297,363, against $42,759,445 in 
1937. 


Koppers Company 

For the year ended Dec. 31, 1938, 
net profit totaled $1,159,805, com- 
pared with $3,374,589 in 1937, a de- | 
crease of 65 per cent. 


| 


Florence Stove | 

Report shows net profit of $876,- | 

833 for 1938, compared with $1,247,- 

, 088 in the preceding year. Sales 

totaled $9,879,119, compared with 
$12,726,135 in 1937. 


Van Raalte Company 

Net profit amounted to $671,977 
for the year ended Dec. 31, 1938, % 
compared with $775,494 in the pre- 
vious year. Net sales were $9,900,- 
667, against $9,905,953 in 1937. 


Bristol-Myers Company 

Report for the year ended Dec. 
31, 1938, shows net profit of $2,217,- 
810, compared with $2,197,947 in 
1937, an increase of 1 per cent. 
Sales totaled $14,849,993, against 
$15,453,091 in 1937. 


Celanese Corporation 

Net profit was $2,479,748 in 1938, | 
compared with $4,491,227 in the | 
preceding 12 months. 


American Sugar Refining 

Report shows a drop of 90 per | 
cent in net income in 1938, totaling | 
$407,088, against $4,143,138 in 1937. | 


Joseph F. Abbott, president, told | 


SAYS THE BIRD WO CHIOWS 


THE NEBRASKA 
MARKET IS ABOVE 
AVERAGE IN SALES! 


ww Nebraskais 39" 
MOS ire Population-But 
24% in Retail 


| Tewsweek 


World- Herald 


Notional Representatives: O'Mera & Ormsbee. Inc. 


ae 
i 


THE 


vious 12 months. 


Schenley Distillers 

Net profit for 1938 totaled $4,050,- 
173, compared with $7,320,903 in 
the previous year. 


»|Elgin National Watch 


For the year ended Dec. 31, 1938, 
net profit was $685,046, compared 
with $1,396,084 in 1937. 


Fairbanks, Morse 

Net profit was $55,539 in 1938, 
compared with net profit of $2,148,- 
431 in 1937. Net sales totaled $20,- 
957,452, against $30,596,349 in 1937. 


Brillo Mfg. Company 


For the year ended Dec. 31, 1938, 
net profit amounted to $272,440, 


pared with $2,143,715 in the pre- | 


compared with net profit of $198,186 
in 1937. 


Corn Products Refining 


Net income for 1938 totaled $9,- 
753,669, compared with $8,100,522 in 
the previous year. 


Westmoreland to Hill 


Westmoreland Glass Company, 
Grapeville, Pa., has appointed The 
Albert P. Hill Company, Pittsburgh, 
to direct a magazine campaign for 
its tableware. 


B & T in Detroit 

Belnap and Thompson, 
cago sales promotion consultant, 
has opened a Detroit office at 2457 
Woodward avenue, with Stanley W. 
Jansen in charge. 


Inc., Chi- 


Moon Joins Nash 


Mitchell Moon has joined the ad- 
vertising department of Nash-Kel- 
vinator Corporation, Detroit. He 
has been with Reincke-Ellis- Young- 
green & Finn, Chicago, and was for- 
merly with Cramer-Krasselt Com- 
pany, Milwaukee. 


“Record” Names McDevitt 
Frank J. McDevitt has _ been 
named automobile advertising man- 


ager of the Philadelphia Record, 
succeeding Joseph M. Whalen, re- 
signed. 

Aldrich on Board 


Lynn E. Aldrich, for many years 
treasurer of the Chicago Daily 
News, has been elected to the board 
of directors. 


WATCH NEWSWEEK 


a fe an 
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THERE IS SIGN 
FEBRUARY GAIN 
LINAGE. 
gain of 116%. 


,IFICANCE 


IN 


NEWSWEEK'S 
OF 85% IN ADVERTISING 


In advertising revenue, Newsweek shows a February 


In both linage and revenue, Newsweek tops the field with the 
biggest per cent gain of any magazine. 


Notable though these increases are, they are the more impressive 
when it is remembered that Newsweek has been chalking up con- 
sistent gains month after month, since last July. 


The reasons? For one, Newsweek’s unique editorial formula, that 
has attracted an audience of more than 330,000 above-average, 
high-income families. In fact, by all available data, a dollar spent 
in Newsweek buys more families with annual incomes of $3,000 
and more, than can be bought in any other weekly. 


Watch Newsweek 


MAGAZINE 


OF NEWS 


SIGNIFIC 


ANCE 


cA. Br 
je oe ER 


) ee 19 ae 
Se ee ————EaEEE———_—_—_————— : cae 
— ee | 
eee ee ¢ 
Be * 
d * 
I's - 
ae « 
: ee 
- 
ae ; 
a te - a 
ee 
ee “ 
C _) Llewsiveck 
aoa can mS . 
(NEBR.\ (aver each it <I 
MARKET \/marer with | 


a 


20 


ADVERTISING AGE 


March 13, 1939 


Promotion 
Review 


WRC and WMAL, NBC stations 
in Washington, have sent prospects 
a paper billfold filled with phoney 
mazuma, each “greenback” carrying 
such appropriate messages as 
“America’s Richest Market,” ‘‘Dou- 
ble-Portion Incomes,” and “Peo- 
ple with Money to Spend.” In place 
of the usual identification card that 
comes with a new billfold is a re- 
turn postcard, with the recipient’s 
name typed on. 

a « . 

The things that come through the 
mail! The latest is a rough board 
which looks as thougn it had been 
torn off the top of a packing case. 
It has the address and a 3-cent 
stamp pasted on one side, and a 
promotional message from _ the 
Indianapolis Star pasted on the 
other side. It’s 1642 inches long by 
five wide, and its thickness varies 
from about *%% at one end to 1/32 
at the other. 


Neatest promotional trick of the 
week seems to be True _ Story’s 
“complete picture of the new gov- 
ernment survey in terms of how 
various mediums parallel buying 
power in the five income groups 
now widely used. for buying 
power analyses.” The “complete 
story” is in a two-page booklet 21% 
x 31% inches. The title and expla- 
nation appear on the first sheet. On 
the second sheet, printed in blue, 
are five bar charts showing the buy- 
ing power of the various income 
groups. And attached to this sec- 
ond sheet by spiral binding on all 
four sides are four cellophane over- 
lays showing “‘the audience of five 
major ‘women’s’ magazines,” “the 
audience of six major Be ne i mag- 
azines,” ‘‘ 


ence,” and “True Story amestins 
audience.” 


Each of the cellophane 


MINE 


EVENTS IN MINIATURE 


ISPLAYS 


P_E Fenton of Scovill Manufacturing Co 
writes— 1 want to toke this opportunity 
to tell you | think it is a grand job. We 
thought the idea was good, relying upon 
your judgment and recommendation of 
o subject. but whot you actuolly produced 
exceeded our expectations 


Yes «+ more than 
“ordinary display” 


Min-Events, an original WLS 
development, are visual demon- 
strations in third dimension— 
interesting to look at—easy to 
understand. Min-Events get more 
attention—more interest and tell 
their story more quickly and have 
a long life. e 


Whether you sell a product or o service 
Min-Events tell your story dramatically 
in third dimension. Write us regarding 
manner in which we con assist you with 
display merchandising. No obligation. 


W. L. STENSGAARD 
& ASSOCIATES, INC. 


346 N. JUSTINE AVE. # CHICAGO, ILL. 
New York Office: R.C. A. Bidg. 


Rockefeller Center 


overlays may be placed in position 
over the basic population chart. 

* * * 
Perhaps the prize for second 
neatest trick of the week should go 
to NBC for mailing “a full-page 
blotter for your desk.” The blotter 
is 94% by 12 inches, and is adorned 
only with a pen and ink sketch of 
an NBC microphone, plus the line, 
“Truly National Broadcasting Cov- 
erage.” 

aE %* * 

“Only you can appreciate this 
story,” says the corner card on a 
giant broadside from KMBC, Kan- 
sas City, which tells in words and 
pictures a story of exclusive me- 
chanical and program facilities in 
its own city. 


Starts National Drive 


State Farm Insurance Companies, 
Bloomington, IJl., will place its first 
national advertising in late March 
issues of Time. K. E. Shepard Ad- 
vertising Agency, Chicago, is the 
agency. 


Reorganization of 
“Transcript” O. K.'d 


Federal Judge George C. Sweeney 
has approved the _ reorganization 
plan submitted by Elias Field, 
trustee of the Boston Evening 
Transcript, and ordered copies sent 
to creditors for acceptance by 
March 20. 

The plan provides for recapitali- 
zation of the company, receipt of 
$200,000 of new capital and elimi- 
nation of the debt structure by 
payment of all unsecured indebted- 
ness in stock of the reorganized 
company. Richard N. Johnson will 
become president and general man- 
ager of the new corporation, Lin- 
coln O’Brien remaining executive 
editor. 


“Saturday Night” Folds 


Publication of Los Angeles Satur- 
day Night has been’ suspended. 
Herman Schimpff, formerly general 
manager, has joined the Los Angeles 
Daily News as promotion manager. 
Anona Hanson becomes his assistant 
and Malcolm Bratton has joined the 


advertising staff. 


SELLS COOKING TIPS 


Rea, Coffin 
Join Paraffine 


Fred W. Rea and Harold P. Com, 
have joined the Paraffine Compa. 
nies, Inc., San Francisco, as map. 
aging executives of the adv ertising 
and sales promotion department: 
They will be in charge of pa int, 
building material and _linoleu, 
advertising in national magazine 
newspapers and trade papers ang 
dealer cooperative advertising. 

Mr. Rea was vice-president o; 
Dake Advertising Agency, Sa) 
Francisco, and more __— recent! 
headed his own agency. Mr. Coff; 
was editorial and advertising man. 
ager of Hawaii Tourist Burcay 
Honolulu, for ten years. 


Heads Berkshire Group 


Robert K. Wheeler, of Wheeler ¢ 
Taylor, Great Barrington, Mass. 
has been named president of Ber - 
To popularize its new spice shaker cans, |shire Hills Conference, advertising 
Great Atlantic & Pacific Tea Company | group, succeeding Lawrence kK 
has adopted this display which also | Miller, editor of Berkshire Evening 
offers a 46-page recipe booklet for ten | Eagle, Pittsfield, Mass. Frank W 
cents. The display container is by | Couch has been re-elected executive 

Robert Gair Company. secretary. 


farmers. . 


interests. 


B. D. GRUSSING, ADVERTISING MGR. 


@ “The farmer doesn't talk a language of his own; 


@ ‘Farm paper copy, we have been told, should be addressed especially to 
. and it should. But this does not mean that one should talk 
down to farmers in either words or art work. 


Minneapolis-Moline Power Implement Company, writing in PRINTERS’ INK say® 


he merely has special 


@ ‘We try to give our advertising an air of quality and we have discovered 
we can accomplish this to a considerable degree through the use of colo 


@ “Our inquiries are about three times greater (with color) than with 


black-and-white advertisements. 
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General Finance 
Slashes Rafes on 
Preferred Risks 


New Interest Scale 
Based on Amount of 
Down Payment 


Chicago, March 7.— Embodying 
the principle that risk decreases in 
inverse ratio to increases in size of 
the down payment, a “preferred 
buyers plan,” making substantial 
reductions in interest charges, was 
announced yesterday in 1,065- 
line space in 22 Midwestern news- 
papers by General Finance Corpora- 
tion, Chicago, one of the largest in- 
dependents. Two other insertions, 
yne of the same size and one of 660 


lines, will follow, while 24-sheet 
posters are heralding the same news 
in full showings in 11 markets. 
Stanley Pflaum Associates is han- 
dling the campaign. 

Where a new car buyer makes a 
down payment so large that the un- 
paid balance is only $300, the inter- 
est rate under the preferred buyers 
plan will be only $9, compared with 
the previous generally established 
cost of $18, according to General 
Finance advertising. This saving 
of 50 per cent declines as the size 
of the balance increases, until it is 
only 16 2/3 per cent on balances of 
$500. “Yet,” the advertising as- 
serts, “the buyer who makes a small 
down payment never pays more 
than the former lowest rate!” 


Credit Card Featured 


This attractive picture, which in- 
cludes a promise of generous treat- 
ment in case of illness or unemploy- 
ment, is adorned with a coupon, 
through which the prospective car 
}buyer may obtain from General 


Finance Corporation a credit card 


which, presented to any dealer, en- 
titles him to immediate credit up to 
two-thirds of the purchase price of 
any new car. 


Affects Entire Field 


The preferred buyers plan is not 
only an innovation but is viewed 
here as a move which may affect 
the balance of power in the car 
finance field, besides restoring the 
dealer to the saddle from which he 
was rudely ejected when banks 
began to make personal loans for 
car buying. When prospects began 
to visit show rooms with their 
pockets filled with cash, dealers 
marveled and rejoiced. They dis- 
covered, however, that they lost 
contact with the buyer after the 
deal was closed, and thus the op- 
portunity to give proper service and 
to get replacement business. 

Dealers are therefore reported to 
be declaring themselves in on the 
General Finance campaign with 
enthusiasm and are using posters 


your share of his business. 


leaders in the rural field—see 


The amazing response of 


Yo: SIMPLY CAN'T underestimate 
the farmer these days—if you want 


Look at the advertisements of sales 


copy is keyed to modern business men 
whose business is farming. Because they 
understand the farmer of today, they 
respect him! And they get results! 


element in rural America to the new 


Country Home Magazine is the result 


of the same sound knowledge of present 
day farm thinking. Its own ‘‘copy”’, 


sprightly, stimulating, understanding 


how their 


the eager 


and intensely human, keeps a tantaliz- 
ing step ahead of the parade. 


Take time to go through the current 
issue of the new Country Home. You'll 
see farmers in a different light. You'll 
recognize a new forcein farm publishing. 


And you’ ll understand why more 
farmers subscribe to The Country 
Home than toany other magazine! 


“Country Home Magazine 


THE MAGAZINE OF FARM MARKET “A™ 
THE CROWELL PUBLISHING CO., 250 PARK AVE., NEW YORK 


CONSUMER GETS BREAK IN CAR FINANCING 


A Rotter Neat for New lar Buyers 


The car buying public wanted it . . . car dealers asked for 
it... and General Finance Corporation is the first to give 
this better, fairer deal — PREFERRED BUYERS PLAN 


West FoR THE Least cost ~ lp to now, 
finance sources have not properly rec- 
oguised the fact that the chance for the 
loss decreases as the down payment 
on & new car increases, PeerenneD 
Buyers Pian rewards the buyer who 
makes a larger down payment — by 
@ ving him a lower rate. Yet the buy- 
er who makes a smal! down payment 


insurance agent to car dealer with 
Paerecaneo Buyers Prax. You get 
car of your selection, complete 
insurance protection at established 
rates for this area, plus lowest cost 
financing — all handled as one unit, 
at one time! You know what you 
are buying — see exactly what you 
are paying for it 


pays no more than the former, lowest 


cost. Each buyer pays a rate proper 
for his own case 

The larger the down payment, the 
leas the risk, and the lower the cost to 
the buyer. This results in substantial 
savings for all but « comparatively 
few buyers. See the table of examples 
for representative savings up to 50% 
of former costs. 


Everything in ONE “Bundle” 
No chasing from source of credit to 


Generous Attitude 

Cost saving is ouly one of the advan- 
tages of Prerexeen Buyers Pian 
The bberal poheres which General 
Finance Corporation has adopted as- 
sure fnendly consuderation through 
out the enture term of your contract 

With a plan so broad, so helptul 
so conmderate and so economeal as 
Peevennen Buvexs Piax, can you 
afford to buy a car any other way? 


FOR FURTHER INFORMATION 


oo ¢ for a Prerexern 
hen p ted to eng dealer 
« \ thirds of the purchase pric 
No cost of 
Coneral Fineere Corpor stion 
184 Geet Lake Street, Chicago = 
Name 


Large space in Midwestern newspapers 
for car buyers, sponsored by 


Ww 


you cas 
= Credit Card which 
s you to mmedute 


nee of amy mew car 


Address 
Telephone 


hailed the debut of a new finance dea! 
General Finance Corporation. 


provided by the company on their 
premises. 

The new arrangement was an- 
nounced to car dealers through an 
impressive broadside, localized as 
far as the advertising breakdown 
was concerned, so that each dealer 
would know just how much adver- 
tising to expect in his territory. This 
portfolio said in part: 


How Dealer Benefits 


“The preferred buyers plan 
(trademark registered) keeps new 
car financing where it belongs— 
with the dealer. It gives the dealer 
and salesman a closer hold on the 
business—full control of the financ- 
ing. Financing of wholesale and 
marginal risks will be safeguarded. 
Insurance claim repair work will 
remain under control of the dealer.” 

Discussing the justification for 
the new plan, the broadside said: 

“Finance companies have upheld 
rates that did not distinguish be- 
tween the difference in risk in- 
volved with a buyer who makes a 
small down payment and the buyer 
who makes a large down payment. 
All buyers have been grouped to- 
gether and charged the same rate. 
Yet most losses occur in the group 
of buyers who make small down 
payments, with the result that the 
large down payment buyer has been 
paying a higher rate than his case 
required. 

“Car dealers, on the other hand, 
have in many cases forgotten that 
they are in the business of selling 
cars. They've added on ‘plusses’ or 
‘packed’ a deal to bring a profit 
when the trade allowance had to be 


too long. This is plain speaking. 
The situation calls for it, just as the 
solution called for plain thinking. 
Both dealers and finance companies 
are responsible for having condoned 
conditions that invited outside com- 
petition and even public condemna- 
tion.” 

Consumer copy urges prospective 
car buyers to avail themselves of an 
instalment contract and conserve 
borrowing power for emergencies. 
It explains that the interest rates 
quoted are exclusive of protective 
insurance. 


New Spring-Air Label 

Spring-Air Products Company, 
Holland, Mich., has designed a new 
label for use on mattresses made 
by its licensees. The label not only 
lists the price, but the style number 
of the mattress and its guarantee. 
Model differentiation is also fur- 
thered by printing the labels in 
various colors. 


Sun Oil Expands 

Effective April 1, the state of 
Maine will be added to the distri- 
bution area of Sun Oil Company, 
Philadelphia. Promotion will be 
extended on Blue Sunoco gasoline 
and motor oils. Roche, Williams & 
Cunnyngham is the Sun agency. 


Duro to Wagenseil 


The Duro Company, Dayton, O., 
has appointed Hugo Wagenseil & 
Associates, Dayton, to direct adver- 
tising of its household pumps, water 
softeners and water heaters. News- 
papers, farm papers and business 
papers will be used. 


Holding your own as a business executive— 


clarified and made easier by these books 


There is nothing sadder 
than the cases of star per- 
formers in production, in 
sales, accounting, or other 


departments of business 
practice, who fail to take 
hold when faced with 


executive duties and oppor- 
tunities. Problems of ana- 
lyzing, deciding, planning, 
and administering involve 
broad fundamentals the 
successful executive must 
apply every day. To pro- 
vide a comprehensive, ade- 


quate treatment of these 
principles, is the purpose 
of this library. 


Covers 7 important 
fundamentals 


1. Know yourself and how to 
lead others 

. Know your own business 
and business generally 

3. Know how to organize and 
manage your own de- 


a 


partment or an entire 
organization 

4. Know how to budget, 
forecast, and plan for 


the future 

5. Know finances and how 
to make full use of 
your bank 

6. Know how to talk 
vincingly — how to sell 
your ideas and influence 
others 

. Know how to think—how 
to analyze problems and 
arrive at correct solu- 
tions 


con- 


BUSINESS EXECUTIVES’ 


LIBRARY 


7 volumes, 1900 pages, illustrated 


Here is a set of books that deals only with the 
principles 


and techniques peculiar to the suc- 


cessful handling of executive problems in any 
line of business—books you can use to clarify 
conceptions, make more effective your hand- 
ling of problems of thinking, planning, direct- 
ing—in short, to get a real grasp on the reins 
of successful executive leadership. 


See entire library 10 days on approval 


Send this coupon today 


McGRAW-HILL BOOK COMPANY, INC., 330 West 42d Street, New York, N. Y. 


Send me the Business Executives’ Library, 7 volumes, for 10 days’ examination on approval. In 10 days 
I will send $1.50, and $2.00 monthly until $17.50 is paid, or return books postpaid 
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Value Space, Time 
in ‘Food Parade’ 
at $7,500,000 


Publications, Radio Co- 
operate with Manufac- 
turers, Retailers 


Chicago, March 
time allotments in 
Parade of Progress promotion in 
the grocery field have reached a 
total value of $7,500,000, members 
of the Chicago Manufacturers’ Rep- 
resentatives Association were told 
at a luncheon here yesterday. This 
advertising will be used both prior 
to and during the event which runs 
from April 6 to May 6 

The meeting was devoted to an 
exposition of plans for the promo- 
tion, officially sponsored by the 
Associated Grocery Manufacturers 
of America, by several media repre- 
sentatives present. Considerable 
stress was placed by the latter upon 
the merchandising cooperation 


7.—Space and 
support of the 


N THE United States, ONLY TWO 
newspapers of 
size* have a million circulation 
ONE of these news- 
papers is the great Sunday 
Inquirer, which has better than 
fifty per cent. family coverage 
of the forty-five county Philadel- 
phia trade area. No other Phil- 
adelphia newspaper, daily or 
Sunday, has even HALF as much 


or more. 


available to retailers and manufac- 
turers through aid of the merchan- 
dising staffs of national and local 
publications. 

There have been several additions 
to the plans reported in ADVERTISING 
AGE Jan. 23. The American Weekly 
will concentrate its efforts in put- 
ting the Parade of Progress story 
across to the men who contact the 
retail grocers, according to Lionel 
B. Moses, Chicago manager of the 
trade extension division. 

Time has scheduled one full page 
advertisement and an announce- 
ment on the March of Time radio 
show. Columbia Broadcasting Sys- 
tem will feature the affair on its 
“Americans at Work” show. 

O. A. Feldon, Western manager 
of Liberty, said that this magazine 
had completed plans for presenta- 
tion of a film, based on its recent 
“American Way” series by George 
Sokolsky, at its New York World’s 
Fair exhibit. This film, he explained, 
while not directly associated with 
the Parade of Progress, would tie 
in with the promotion. 


Newspapers Lend Aid 


Spokesmen for the Chicago Daily 
News, Chicago Evening American 
and the Chicago Times said that 
these newspapers could also be ex- 


pected to lend their support to the 
event. 

Mrs. Rose M. Kiefer, secretary of 
the National Association of Retail 
Grocers, said that this organization, 
in addition to its other plans for 
the Parade of Progress, would spon- 
sor a display contest for members 
and affiliated groups. A first prize 
of $100 will be awarded for the 
display that best ties in with the 
promotion. There will be other 
prizes of $50, $25 and ten of $10 
each, with $10 also awarded to the 
photographer of the displays win- 
ning any of the first three awards. 

Judges for the contest are Prof. 
Lloyd Herrold, Northwestern Uni- 
versity; Paul Willis, president of 
the AGMA; John Benson, president 
of the Four A’s, and Paul B. West, 
president of the Association of Na- 
tional Advertisers. 

Robert T. Brown, Chicago sales 
manager of Pillsbury Flour Mills 
Company, and Lee R. Maxwell, Chi- 
cago sales manager of Standard 
Brands, were in charge of the meet- 
ing. 


NAB Meets in July 


The National Association of 
Broadcasters will hold its annual 
convention July 10-13 at the Am- 


bassador Hotel, Atlantic City, N. J. 
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6,000,000 


names, 
worth remembering if you have 
even the slightest interest in 
advertising. 
circulation there is tremendous 
SELLING influence, especially in 
The Philadelphia Inquirer’s Sun- 
day audience of 1,047,727 able- 
to-buy families. 
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SAVE WITHA 


@ Magy 9 


THE GAS RANGE WITH THE 
LIFETIME BURNER GUARANTEE 


Seven Magazines 
on Magic Chef 
List for Spring 


Cleveland, March 8.—The Ameri- 
can Stove Company, entering its 
2ist consecutive year of national 
advertising, today disclosed plans 
for a spring drive on Magic Chef 
ranges that will include copy in 
seven national magazines and a 
wide variety of supplementary ma- 
terial for dealers’ use. 

A strong believer in national 
copy, as evidenced by its record, 
American Stove also believes in the 
effective merchandising of its cam- 
paigns to dealers. This has been 
accomplished, in large part, this 
season through publication of a 
colorful portfolio describing the 
campaign and promotional aids in 
detail. 

Economy and longevity of the 
line are to be strong selling points. 
In connection with the latter is a 
lifetime guarantee on burners, ex- 
pected to be a potent argument for 
dealers. In this portfolio, the com- 
pany has also gone into considerable 
detail to show dealers how effec- 
tively the national copy will reach 
gas users in each of 450 key mar- 
kets. A full page is devoted to a ta- 
ble listing each of these cities, the 
total population, total gas users and 
the total number of advertising 
messages scheduled for this city. 


Monel Lends Support 


—— 


DOMESTIC ILLS 


“For the love of Pete, darling— 


what’s going on here 


4, was | suererseo: 
u 


Mice Mergerer Fescom, 


Part of each magazine insertion in the American Stove Company's campaign 
portrays a household dilemme with the happy solution being achieved through 
the good graces of Magic Chef. 


| deal as a traffic builder, a prospect 


finder plan involving gifts of silver- 
ware chests or carving sets, a plan 
for a spring style show and a ten 
cents a day plan for stimulating 
sales. Much of this material is 
offered free. 

Batten, Barton, Durstine & Os- 
born is the agency. Home offices 
are in St. Louis, although the adver- 
tising department is in Cleveland. 
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Coming 
Conventions 


April 23-27. Annual convention, 
National Newspaper Promotion As- 
sociation, Waldorf-Astoria, New 
York. 

April 25-28. Annual convention, 
American Newspaper Publishers 
Association, Waldorf-Astoria, New 
Ye rk. 

April 28-30. Annual convention, 
Associated Business Papers, Inc., 
The Homestead, Hot Springs, Va. 

May 5-6. Annual meeting, Ad- 
vertising Affiliation, Cleveland. 

May 10-11. Spring conference, 
Association of National Advertisers, 
Westchester Country Club, Rye, 
N. Y. 

May 11-12. Annual convention, 
American Association of Advertis- 
ing Agencies, Waldorf-Astoria, New 
York. 

May 16. Spring meeting, Insur- 
ance Advertising Conference, New 
York. 

May 19-20. Spring_ session, 
American Marketing Association, 
Medinah Club, Chicago. 

June 1-3. Annual convention, 
National Advertising Agency Net- 
work, Park Plaza Hotel, St. Louis. 

June 5-6. National Business-Con- 


sumer Relations Conference, Buf- 
falo, N. Y. 
June 12-16. Annual convention, 


Outdoor Advertising Association of 
America, Hotel Pennsylvania, New 
York. 

June 12-17. Annual convention, 
Lithographers National Association, 
Westchester Country Club, Rye, 
N. > 

June 15-17. Annual convention, 
Southern Newspaper Publishers As- 


sociation, Chamberlin Hotel, Old 
Point Comfort, Va. 
June 16-18. Advertising Distrib- 


utors of America, Belmont Plaza 
Hotel, New York. 

June 18-22. Annual convention, 
Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 25-29. Annual convention, 
International Association of Display 


Men, Hotel Astor, New York. 


June 25-30. Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Oakland, Calif. 

July 10-13. Annual convention, 
National Association of Broadcast- 
ers, Ambassador Hotel, Atlantic 
City. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 12-13. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 
York. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Association, 
Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
Advertising Service Association, 
Hotel Astor, New York. 


territory 
responds to 


KDYL 


showman 


SUBTLE HUMOR TELLS FORD STORY 


Been taking it 
too easy in -« 


FORD 


A sprinkle of informality enables Ford Motor Company to get across its sales 


point quickly and effectively in this new 24-sheet poster. 


McCandlish Lithograph 


Corporation produced the job. 


McGraw-Hill Plans 
June Debut for 
‘Photo Technique’ 


New York, March 7.—McGraw- 
Hill Publishing Company will inau- 
gurate a new monthly magazine, 
Photo Technique, with the first 
issue scheduled for June. No adver- 
tising will be accepted for initial 
issues. 

Photo Technique is being designed 
for technicians in the various photo- 
graphic processes. Prospective read- 


ers are specialists in industrial, 
scientific, medical, crime detection, 
X-ray, color, news, aerial and por- 
trait photography, as well as ad- 
vanced amateurs interested in the 
technical phases of the art. 

Keith Henney, editor of Electron- 
ics and author of “Color Photogra- 
phy for the Amateur,” will be 
editor. Beverly Dudley, a co-author 
with Mr. Henney of “Handbook of 
Photography” to be published this 
spring, will be managing editor. 
Howard Mateer will be manager, 
assisted in sales and promotion by 
Wallace Blood. 


Philco Expands 
Appropriation 
for New Lines 


Philadelphia, March 9.—Entrance 
of Philco Radio & Television Cor- 
poration into air conditioning, elec- 
tric refrigeration and dry batteries 
production will result in the largest 
1939 advertising appropriation in 
the company’s history, Ernest B. 
Loveman, advertising manager, said 
here today following his return from 
Palm Beach, Fla., where the com- 
pany held its mid-winter convention. 

While magazines will be used to 
some extent, Mr. Loveman said that 
in the last five years Philco has 
steadily increased the proportion of 
advertising assigned to newspapers, 
and in 1939 this policy will be con- 
tinued. 

Demonstrations of a portable 
Philco television transmitter at the 
convention were hailed as sensa- 
tional successes, Mr. Loveman said. 
The company staged what it be- 
lieves to be the world’s first tele- 
vision beauty pageant, Peggy 
Knapp, of New York, being seleeted 
as the most beautiful girl in Palm 
Beach. 

Philco will have ready in May a 
limited number of television re- 
ceivers for sale to the public within 


/range of sending stations in New 
York and Philadelphia, and others 
| projected in Milwaukee, Los An- 
geles and Schenectady. 

The Philco convention saw a new 
line of Cool-Wave portable air con- 
ditioners, costing no more than a 
good radio, and the new line of 
Conservador refrigerators, in addi- 
tion to ten new radios. 


Harvester Plans New 
Low Price Tractor 


International Harvester Company, 
Chicago, has plans under way for 
production of a new low price 
tractor, smaller than any now made 
by the company. 

Advertising plans for the tractor 
will not be considered until it is 
in production late this year. 


Grieg to “Hairdresser” 


James Ashton Grieg has been 
appointed advertising manager of 
The American Hairdresser, Chicago. 
He was formerly vice-president of 
Mass Transportation and previously 
managing director of National 
Leather & Shoe Finders Association. 


“Extension” Appoints 

Extension Magazine, Chicago, has 
appointed Cone & Fitzsimmons, New 
York, as Eastern representative. 
The newly organized firm is located 
at 250 Park avenue. 


a media list. When your client’s brand name (or reg- 


Classified Telephone Directories offer insurance on 


istered trade mark) and his local outlets are in the 


Classified. greater results from the advertising invest- 


ment are assured. 


This is particularly true when prospects reading 


or listening to the client’s advertising are referred 


to his local dealer listings. Substitution is mini- 


mized because prospects can quickly locate the near- 


est dealer. Consequently, sales are increased. 


Is the Classified included in your lists? 


American Telephone & Telegraph Co. 


. Trade Mark Ser- 


vice Division, 195 Broadway, New York (EXchange 3-9800) 
or 311 West Washington Street, Chicago (OFFicial 9300). 
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‘Not for Us,’ Say 
Vermonters on 
Fair Trade Laws 


Montpelier, Vt., March 7.—The 
state of Vermont, which chose to be 
different in the presidential cam- 
paign of 1936, still wants to be that 
way as far as the fair trade act is 
concerned. This was made clear 
here last week when the state sen- 
ate voted 17 to 13 against advanc- 
ing to a third reading a fair prac- 
tices act introduced by Senator 
Henry B. Carpenter of Rutland. 

A similar measure was_ voted 
down in 1937. Then as now, the 
issue was considerably enlivened by 
the “one-man campaign” against 
fair trade laws conducted by Bel- 
mont Frank, of Frank’s Economy 
Store, Burlington. 

Mr. Frank, as has been reported 
in these pages before, wants no 
part of fair trade laws and has 
taken a lot of time out from his 
regular business to publicize the 
reasons why. In his campaign Mr. 
Frank made use of full page space 
in newspapers, booklets and per- 
sonal letters. On Jan. 9 ADVERTIS- 
ING AGE reviewed his story of 
“Price - Fixing, Price - Raising,” a 


os $5,000 per family. 


METROPOLITAN STATION fF 
COSMOPOLITAN AUDIENCE 


booklet that has gained wide dis- 
tribution. 

As its title implies, it explains 
Mr. Frank’s contention that price 
fixing, under fair trade laws, means 
price raising and is inimical to 
consumer interest. He charges that 
outside “interests” supported the 
proposed measure as well as the 
Vermont Retail Druggists Associa- 
tion. 

Defeat of the measure followed a 
lengthy and vigorous debate. Among 
those opposing it was Senator Mc- 
Feeters of St. Albans who said that 
little of “Vermont initiative” ap- 
peared in the bill. He added, “We 
get along all right in Vermont as 
long as we are left alone.” If 
passed, he charged that the fair 
trade bill “will change all economic 
concepts under which you have 
been trained and under which you 
have done your business.” 

Vermont is one of the four states 
in which fair trade laws are not 
operative. 


Y&R in San Francisco 


Young & Rubicam has announced 
plans for a new office in San Fran- 
cisco, with Bryan Houston, of the 
New York office, as manager. Wil- 
mer S. Hanson, also from New 
York, will be assistant manager. 
The agency handles accounts of the 
Hawaiian Pineapple Company and 
Langendorf United Bakeries, San 
Francisco. 


Bird to Doremus 


Bird & Son, East Walpole, Mass., 
has appointed Doremus & Co., Bos- 
ton, to handle advertising of its 
hard surface rugs and floor cover- 
ings. 


American Institute of Baking, 
educational and research organiza- 
tion of the baking industry, has 
appointed Geyer, Cornell & Newell, 
New York, to direct its advertising. 


Benjamin Advanced 

L. Park Benjamin, a member of 
the Eastern staff of Town & Coun- 
try, New York, for 11 years, has 
been appointed Eastern advertising 
manager. 


Radio tamilies at 34 ¢ | ~(WNAX 
per thousand ? Where ? }\ ofcourse! 


~~ 


It's no secret why programs pay out on 
WNAX. It's the station where 5,000 watts 
do the job of 50,000. But, rates are right 
in line with the 5,000 watts power. 


Frequency tells the story—570 K. C.— 
plus ideal soil and climatic conditions for 


radio transmission. 


WNAX is your primary daytime outlet 


to 3,917,000 people — 719,500 radio 
* homes. 
And, of course, you Those people—in five states—lowa, 


can buy IV NAX in 
combination with 
the lowa Network 


at an exceptionally 
low rate 


Nebraska, 
Dakota—last year spent $891,466,000 for 
the things you're trying to sell. 


WNAX rates enable you to buy these 
719,500 radio families for as little as 3!/3 


North and South 


Minnesota, 


* cents per thousand. You ask how? Just 
drop us a line, or call your nearest Katz 
Agency office. 


YANKTON, $.D. + 570 Kilocycles * CBS 
5000 WATTS L.$. © 1000 WATTS HIGHT 
Represented by THE KATZ AGENCY 


Key to a 5-STATE, $900,000,000 MARKET in the MIDWEST 


——r 


_ Getting Personal 


NETS 


Glenn Gundell, a. m., General Electric Company’s Bloomfield 
branch, is due home around the Ides of March after a six-week 
nationwide tour with a half dozen other G-E executives. .. J. M. 
Allen, a. m., Bristol-Myers Company, is getting used to Gotham’s 
climate again after a Florida siesta... 


Samuel E. Hendricks, v. p., Thomas Publishing Company, will 
celebrate his 90th birthday March 22. Still hale and hearty, he has 
been selling space since 1876, and has been with Thomas for a quarter 
century. He is believed to have been the first to sell advertising 
space in theater programs. His son, Oliver G. Hendricks, is a v. p. 
of the same company... 


William B. Duryee, assistant to the prexy, Sheffield Farms Com- 
pany, fooled the weather man by sailing off to South America... 
G. G. Little, v. p., Lord & Thomas, has returned from Bermuda... 

S. G. Alexander, media director, H. M. Kiesewetter agency, has 
popped the question to a Brooklyn miss. Wedding bells are scheduled 
for late June. . . Tom Rodgers, Detroit mgr., Product Engineering, is 
honeymooning in the South. . 


John Zellers, v. p., Remington-Rand, gave the Assn. of Adver- 
tising Men a behind-the-scenes report on the European situation. Mr. 
Zellers has considerable extra-curricular activity to keep him busy, 
being a v. p. of both the Ad Club of N. Y. and the N. Y. Board of 
Trade, besides holding down a directorship of the National Foreign 
Trade Council and the Export Managers Club... 


J. J. Whelan, business manager, Haire Publications, doesn’t be- 
lieve in retracing his path. Off to Florida with his wife last weekend, 
he went by boat and took his car. He plans to return by auto after 
a fortnight. . . 


Miss Linnea Nelson, time buyer, J. Walter Thomson Company, 
has left for a vacation trip in the South. . . H. A. Speckman, s. m., 
McCandlish Lithograph Company, Philadelphia, will speak before the 
Junior Adclubbers in New York March 15... 


OH, FOR THE LIFE OF AN ART DIRECTOR 


- 
‘ , q . - 
° oy & . 
5 A 
7 ¥ a id i ‘ a’ 
ee ‘ > ¢ ‘ 
? we J 4 , % 
‘ 


po Se 


4 + ' A 


: .* " mad 3 ré 
. Pon Pe ee ~ , eta 
A couple of members of the staff of Abbott Kimball Company, New York agency, 
‘at work" in Bermuda. At the extreme left is Sophie Goode, fashion stylist for 
the agency, at the right, Stuart Campbell, art director, who wields a wicked 
camera. 
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Herbert S. Waters, pres., Advertising Club of Newark, and a. m., 
Kresge’s dept. store, is a recent papa. It’s a boy, tagged Brian Kent. 
.. John J. Karol, director of research, Columbia Broadcasting System, 
was interviewed on the “why” of radio research over WKRC, Cincin- 
nati, then told the “how” to the Cincinnati Marketing Assn... 

Stanley Knisely, a. m., Republic Steel Corporation, and pres., Na- 
tional Industrial Advertisers Assn., has a dinner date next week with 
the Technical Publicity Association. Incidentally, he will celebrate 
a birthday milestone on April 1. .. A. H. Barker, a 15-year veteran 
in national advertising for the Chicago Tribune, collects first edi- 
tions. . . 

Dan D. Halpin, v. p. in charge of advertising, Dictograph Products 
Company, was business manager of a Rockne-coached football eleven 
at Notre Dame. He brought his old pal, Frank Leahy, ex-Notre Dame 
tackle, around to the Sales Executives Club a fortnight back. Leahy, 
who just resigned from the Fordham staff to become head coach at 
Boston College, works for U. S. Rubber Company in the off-season. . . 

Edson S. Dunbar, a. m. of Crocker-McElwain Paper Company, 
Holyoke, Mass., has been elected a member of the West Springfield, 
Mass., Town Meeting committee. .. O. L. Price, who retired recently 
as publisher of the Portland Oregonian, and Mrs. Price were forced 
to postpone a European tour when she fell in their home and suffered 
back injuries... 

William Lloyd Chadsey, production manager of Fred H. Ebersold, 
Chicago agency, doesn’t confine his talents to type and cuts. His 
paintings, “Cat on Cloth” and “Green Hoop Skirt,” are getting much 
attention at the current Chicago show at the Art Institute. . . Eber- 
sold’s director of copy, B.B. “Barney” Popell, is going into matri- 
monial partnership with Ethlyn Bachrach, come this May... 

Faber Birren, New York colorist, has signed a contract to work 
with the staff of Walt Disney. Now he’ll deal with visual and 
psychological principles of color in moving picture production. . . 

Don Colvin, Hoover a. m., left a distinct air of mystery in his 
wake when he departed recently on a motor trip to Mexico and othe: 
points south. Rumor has it that if a certain young advertising lady 


is out of town, too, she may be coming back with him under a newly 
assumed name... 


Philadelphia Club of Advertising Women packed 1,200 members 
and guests into the Benjamin Franklin Hotel March 3 for its annual 
dinner dance, this year a “Hawaiian Holiday.” Charles H. Grakelow, 
president of the Poor Richard Club, was master of ceremonies. Elsie 
E. Weaver is head of the women’s club. . 
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Research Shows 
Why Co-eds’ Legs 


Are Beautiful 


Norman, Okla., March 8. — While 
college students in other parts of 
the country have become both con- 
fused and feverish about such world 
problems as fascism, communism 
and the value of college courses in 
marital techniques, advertising stu- 
dents at the University of Okla- 
homa here have been absorbed—in 
a merchandising way—with a pro- 
ject less international but certainly 
just as intriguing. 

This project, the results of which 
were revealed today, has been con- 
cerned solely with legs; legs of the 
feminine variety and more especially 
legs belonging to the co-eds. The 
survey indicates that these girls ap- 
parently have pretty shapely pins, 
because they spend quite a bit of 
papa’s cash in hosiery for them. It 
also indicates that the Oklahoma 
Daily, campus newspaper, may have 
a promotional story for local mer- 
chants considerably above average. 


Nice Little Monthly Kitty 


The 2,000 co-eds spend $9,240 a 
month for silk hosiery, the survey 
indicates, with the average indi- 
vidual expenditure being $4.62 per 
month for three and three-fifths 
pairs. During the nine - month 
school year this is a total expendi- 
ture of about $83,000, of which 85 
per cent is spent in Norman or in 
Oklahoma City, 18 miles distant. 
Only 15 per cent of the co-eds have 
hose sent from their home towns. 


Some general trends may be 
gleaned from the results: Mesh 
hose are growing in popularity, 


while knee-length styles are becom- 
ing passe. It is pointed out that, 
with skirts going up, hosiery has 
also gone up in order to make 
everything come out right. About 
70 per cent of those surveyed fav- 
ored long hose. Medium length was 
favored by 30 per cent. 

Durability was shown to be the 
feature of greatest consideration in 
determining purchases. An added 
commentary to this, however, is 
that two-thread hose was first 
choice over less sheer styles. Ap- 
pearance, sheerness and ankle fit 
ranked in that order after durabil- 
ity as purchase influencing factors. 

Light brown was the most pop- 
ular shade. Next in preference were 
reddish tints, copper, “French toast” 
and “Sparkle.” 

The best informed co-ed knew 
where to buy six of 20 brands sold 
in the college town. A total of 15 
per cent didn’t know of any one 
store where a specific brand might 
be purchased. 

Results of the survey were re- 
leased in an advertising class con- 
ducted by John H. Casey, professor 
of journalism and advertising. 
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— REG.US RUBBER PAT. OFF. 


PAPER CEMENT 


FOR 
LAYOUTS » DUMMIES 
MASKING + PHOTO- 
MOUNTING ¢ every paper 


joining need. 
NO WRINKLING 
Or CURLING 


Try Best-Test for Clean, Speedy Results 
At All Dealers 


For Free Sample, Write 
UNION RUBBER 


& ASBESTOS CO. 
TRENTON, N. J. 
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Ingenious Market 
Research Expert (?) 
Finds Facts of Life 


Some Just Adore Sea 
Food, Others Forget 
Where They Live 


Milwaukee, March 7.—Apparently 
determined to conduct a survey to 
end all surveys, Richard S. Davis, 
Milwaukee Journal columnist, this 
week spread gales of laughter over 
Midwestern advertising circles with 
his report on a personally super- 
vised market study of New York. 
Whether Mr. Davis was writing 
under the influence of the Big 
Town’s stupefying glamor, he did 
not explain, but his exclusive dis- 
patch, bearing a New York date 
line, read as follows: 

“Evidence has been gathered in 
the last few days to confirm the 
suspicion that it won’t be long be- 
fore the country is divided into two 
classes, namely those who rush 
around getting the dope on public 
opinion and those who patiently 
answer the questions. And if things 
continue as they are moving at 
present, the first class will soon be 
so much bigger than the second that 
there won’t be any more fun in it. 


Armed with Notebook 


“In the meantime, however, there 
is fine sport to be found in track- 
ing down ladies and gentlemen who 
appear to have bright ideas and get- 
ting them to tell just how they feel 
about assorted problems of the day. 
Armed with notebook and pencil 
and fortified by a look of intense 
earnestness, a fellow can produce 
results, even in a 


strange town. Moreover, it keeps 


him out of mischief. 


“Now this town, as the map 


) clearly shows, is a seaport and it is 
) widely believed that people here- 


abouts are practically mad about 


f sea food, up to but not including 


eels. A survey has just been taken 
by—guess whom—and a quaint set 
of facts has been gathered. 

“In this survey, three questions 
were asked: (a) Are you a man or 
awoman? (b) Do you live in New 
York or are you cross about some- 
thing else? (c) Do you like sea 
food? 

“Replies to question No. 1, when 
tabulated, were found to give these 
interesting figures: Men, 50%; 
women, 50% 

“Replies to question No. 2 indi- 
cated a vast majority in favor of 
home towners. The exact ratio 
was: Bona fide New Yorkers, 88%; 
about something else, 10%; 
can't remember, 2%. 

“And now for the most surprising 
results of all—the data 


Cross 


brains, 


In Syracuse... 
WSYR gives you 
a bonus—by 
delivering a plus 
farm audience. 

570 ke. 


ys 


on those | 
who really like sea food and those | 
who think that’s the way to get 


“Of the genuine New Yorkers 


continuously since November): 
“Just love sea food, 28%. 
“It depends on the sauce, 37%. 


35%. 


which adores sea food. 


stairs. 


the sauce is violent enough, 


“That’s the way to get brains, 


“The reader will note that among 
the lifelong New Yorkers since No- 
vember the smallest group is that 
Second is 
the group that gets along just fine 
if the sauce is sharp and abundant 
enough. And third, closely trailing 
the second, is the group that hopes 
to show a little improvement up- 


“Since it is purely selfish to eat 
sea food for brains, and since you 
can’t tell a filet of swordfish from a 
cutlet of Mary’s little lamb when 
the 


ADVERTISING AGE 


l 
(i. e., those who have lived here local admirers of our friends from 


the deep can be rated at only 28':, 


jor less than a third. 


“Among the 10° who do not live 


\in New York but are cross because 
|their feet hurt, these are the atti- | Mr. Johnston as promotion manager | Maine, died at his Cape Elizabeth 


tudes toward sea food: 

“Just love it, 60%. 

“It depends on the sauce, 40°. 

“That’s the way to get brains, 0%. 

(Editor’s Note: All 10 of ’em said 
it was too late.) 

“And the remaining 2° (those 
who couldn’t remember where they 
lived): 

“Just love sea food, 0%. 

“It depends on the sauce, 0%. 

“That’s the way to get brains, 0%. 

“Here’s looking at youse, 100%. 

“Interesting, this research busi- 
ness, very interesting indeed.” 


“Economist” in Cleveland | RINES, MAINE RADIO 
_ PIONEER, PASSES 


Department Store Economist has 


opened a Cleveland office at 1836| 


Euclid avenue, with S. D. Johnston 
in charge. Harry B. Kerr succeeds 


in the New York office. 


Fox with Aaron 
Harry W. Fox, for many years 
advertising manager of the Hotel 


| Bulletin, Chicago, has joined E. A. 


\aron & Bros., Chicago, specializing 
in quick frozen foods for the hotel 
field. 


Plan Kraut Campaign 
Newspapers, radio and store dis- 
plays will be used by the Wisconsin 
Agricultural Authority and Packers 
April 13-22 to promote the statewide 


isale of Wisconsin sauerkraut. 


Portland, Me., March 7.—Henry 
Pritchard Rines, 53, pioneer in 
commercial radio broadcasting in 
| home last week. He was president 
|of New Hampshire Broadcasting 
| Company, operator of WFEA, Man- 
chester, and WRDO, Inc., operator 
of WRDO, Augusta. He also estab- 
lished WCSH here. 


New Agency Formed 


Dillingham, Livermore and Dur- 
ham, Inc., has been formed as a 
general advertising agency with 
temporary headquarters at 745 Fifth 
avenue, New York. R. S. Pierre- 
pont, Jr., secretary and treasurer, is 
in charge. 


than “tough guys’’, these men with 


very, very effective. 


Highest editorial standards 
and publishing integrity 


How your heart bleeds for your sales- 
men when they encounter this stony- 


faced type of buyer! Tougher to sell 


the lackluster eyes. They sit through 
your salesmen’s most impassioned ar- 


guments with an emotionless calm 


But when these dead-pan buyers pick 
up the A.B.P. publications to which 


— BUT 1S HE 7 


that borders upon the sinister. A cruel, ae . 
Your advertising in the A.B.P. publi- 
cruel mask of sales resistance . . . and ; 
cations that reach your markets can 


never take the place of your salesmen, 


they look for profit-making ideas, they 
hang up those cold, grim masks. They . 
are with editors in whom they have 
confidence. And they are getting the 
authoritative business counsel 
which they have paid cash in advance 


with voluntary subscriptions. 


but it can get your message to your 


hard-to-sell prospects while they are 
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Dx 
. 


for 


2 ee BY 
IS PROSPECT OF yours | 


in a receptive 


ie 


4 


frame of mind—can 


make it easier for your salesmen to get 


a rise out of poker-faced buyers. 


The ASSOCIATED BUSINESS PAPERS, Inc. 


369 Lexington Avenue, New York 


« Look for the two hall-marks of known value > 


Proved reader interest in 


terms of paid circulation 
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= an nn — eee mn an —— 
Economy Run GRUELLING ROAD TEST whatdh Advertising Linage in National Magazines 
—_ 1939———, ———1938——__ ~——1939——, ——1938—__ 
I d f SA Mp oT Pages Lines Pages Lines Pages Lines Pages Ling 
nterprete or 4", (rete | are vais ust RED Uw / STANDARD Woman's Home Companion.. 60.1 40,878 80.4 54.675 
7 Fak ag STUDEBAKER GOT 26.7 American Mercury ......... 13.5 2,646 23.7 4,648] Woman’s World ............ 14.0 9,539 11.5 7,835 
verage vriver af? , lt nec 
rl T Late | MAES PER roth Atlantic Monthly ....... 9.4 9,374 40.6 9,666 Porn" 534.151 ——tas 
: —— csaidd — San BONGA GHMORE “Yost iT ao) Current History ........ 17.4 3,887 20.3 4,547 otal Group .......+-+-- 964,10 958,167 
Los Angeles, March 9.—Paying| iy - a Fe a 10.8 4643 8.7  3.737| . WOMEN’S GROUPS 
tribute to the performance of win- ; Harpers Magazine .......... 40.1 9,546 34.2 8.141| Fawcett Women’s Group— , , 
ners in the Gilmore-Yosemite Econ- ceases Sumani Sabieaihaa oe hides eae nase y: tpt oy 11,039 
, Total G 20.73! 3 a ear 28. 2,09! 28.5 11.98) 
omy Run held in January, and at — alga ham seated — ovis Sheer .. Pee ass kawe 29.5 12 375 29.2 12'95. 
the same time letting the average GEES. . ee o Romantic Magazine ...... 25.1 10,539 24.6 10.39% 
“eran : : rE ee 02.9 22,683 55.4 23,766 . 929 r °6.3 —— 
driv er know what he can expect American Boy 4 2 6.321 7.7 5.248 SS arr rs 28.2 11,856 . a 11,03: 
- ‘ Re See tenet cu eat 3 ,32 : 24! : 3 - 7 , > a Pe 
from the corresponding models when *American Forests ......... “(ee 00 See eee ee ee ee 
powered by Red Lion gasoline and American Home (National). 54.5 34,467 48.5 30,680 tase 2 "rtm sncpadhy te 35.7 15,327 37.1 15,977 
o a a y. aries > . I s 9 Tec 9 53) 4 Poe SSCTH SH O's « . bgp 44 « . 0, i 
oil, Gilmore Oil Company has re- r pet tt oa Edit.).. as ret ay beret Movie Mirror ...........- 39.0 16,751 37.1 15,9) 
é ] *é Pr 3 Pe as ) ,v090 . Ud. ‘ : rf “y+ 
leased the largest newspaper cam- USE RED LIOM...THE GASOLINE PROVED “MONARCH OF Arts & Decoration ......... 6.5 4,112 9.6 6,068 — eee gaa ai oe pee ova 16.08 
paign in its history. Equally effec- MILEAGE” IM THE NATION'S LEADING STOCK CAR TEST Re ce Cae een 3.2 1,396 4.9 2,138 Fue Experiences .......- : ye 7 is ms 88 
: ‘ : ; Better H ‘3 & Gardens 40.9 25,821 35.6 22'523 True Romances .........:; 37.9 16,241 38.2 16,377 
tive tie-ups with the economy run etter somes zarcens.... 9,56 69. “<9 | wrodern Magazines— 
hold fort! sters and radio "Rig BeVen Group 2.6 cccsivs 2.0 2,688 8.7 1,988 | * org ineceletate 37.9 16.261 40.8 - 
0 ortn on posters a a ° NP I to cre | 10.3 6,986 11.5 7,835 Modern Romance TeEorros - 6,2 & 17,514 
. NO otic can actos 7.0 2,996 81 3,477]. Modern Screen ........... 41.2 17,684 8644.7 = 19,166 
Lichty Provides Cartoons Christian Herald ........... 23.5 10,074 22.2 9,537 | Screenland Unit— 22.8 9,788 23.4 10.03 
: . ‘7 Colleme MUMOF osaicccc cscs 5.7 2,431 6.0 sy MR --sietepngy yer A adel alia te Rate y i 4 Mos, 
George Lichty, of the Chicago GeneepOMERA .-...0...0.0.., 54.8 23,516 50.4 21.616] Silver Screen ............. 22.8 9,772 23.4 10,035 
Daily Times, provided the cartoons Country Life & Sportsman... 39.4 26,497 52.2 35,077 Tetad Geo — senses eenan 
which lend a homely touch to the errr ere 5.3 2,277 8.6 3,684 Vie See Mm 90S 45040086 is i a 
ane : , Esquire (National) ......... 52.5 35,295 58.4 39,232] OUTDOOR ¥ 
ete ets ead ac Gee ae Esquire (Sp. Edit.) ........ 15° 800 80 | hoes) Seeteee Bemes ........- - oe ot le 
é ol *Extension Magazine ...... 1.6 5,217 11.0 7.588 le Ps (ream TUTTE oOo 3,909 ot 6 1 
ber of newspapers, captures the hu- ath ov Fadarondont™ canknae SESE i lg 87.0 54.984 101.4 64,069] Fur-Fish-Game ...........-. 16.6 7,126 = 15.6 6,700 
mor of everyday situations, balloons — casos §—|°Grade Teacher ............ 30.3 13,374 25.1 11,062] Hunter-Trader-Trapper os eee bee 
putting over the sales story The Graduate Group ....... . 9.2 3,947 9.9 4,256 | Hunting & Fishing ......... 23.7 10,152 25.5 10,933 
: House & Garden ............ 54.6 34,510 50.5 31,9290] National Sportsman ........ 23.0 9,871 25.3 10,863 
fact that Studebaker, the _Sweep- Gilmore Oil Company features the | House Beautiful ............ 63.4 40,067 59.8 37,787 SPUGOND Se bdctscocescosvever 9.6 4,118 16.9 1,25 
stakes winner, got 25.7 miles per} achievements recorded by several well Instructor ......ssseeseeeeee 27.4 18,766 22.9 15,658 Outdoor Life ....--+eeeeeees s rapt rgd hy 
gallon with Red Lion, is played up| known makes of cars in the recent an- | Mechanix Illustrated ....... 41.2 9,235 54.5 12,209] Sports Afield ............... 31. ° ‘ 5611 
; : - , ERE era 5.9 2,551 5.4 2,320 ~~) i... ae 
prominently, for instance. nual Gilmore Yosemite test. Economy Sethemes thenmmnmhde ons nett as yn Total Group ............ 103,938 102.343 
: The campaign will run in 103 and performance of Gilmore oils are Nation's Business Dae £7 41.5 17,820 50.5 21664 MAIL ORDER 
‘tos newspapers, with metropolitan pa- emphasized as the chief contributing |*Nature Magazine .......... 59 2534 6.8 2,915 | Comfort ...- 66 eee cee e eens 6.5 4,439 8.9 6,066 
pers getting 80-inch copy in color factors. Open Road for Boys........ 9.1 3,923 8.2 3,523 | Good Stories .........-.-+++. F rn oy 4,443 
2 x a a Physic: Cul Ot eee eae 20 562 5 a5 Pe SEED. sees oeeewrrewes 5 3,! . 2,946 
Others will tell the same story in|~ * Pinture | _antal aaa i. ase as ‘ese es aera 8.7 3,744 10.1 4,332 
40 and 24-inch advertisements. given an opportunity to see the Gil-| Popular Mechanics ......... 88, 19,724 94.5 21,164] Mother’s Home Life ........ 6.9 4,839 6.8 4,765 
: : ; *Popular Publications ...... 14.9 3,352 2.7 2,853 —), ae | 
mor pular 352 12. :. 
rarene Oe: Se —— ne a ee Popular Science ............ 76.8 17,213 76.6 17,163 Total Group .....-....-. 20,357 ++ 22,552 
ere ‘ a : ROGDOOK .ncscseccsscscscces 49.2 21,100 36.3 15,553) WEEKLIES & SEMI-MONTHLIES (February) 
sd The cartoons will also be used for The _run from Los Angeles to| Scientific American ......... 17.3 7,429 14.9 6.396 |*The American Weekly 29.1 316 24.8 47.29) 
24-sheet posters on 1,100 boards.| yosemite National Park was inau-| Scribner's Magazine ........ 21.2 9,082 26.4 11,341] Business Week ............. 100.8 43.241 1042 44:71 
The economy run is also the center| gurated in 1916 by Los Angeles car | “Street & Smith Comb. ..... 12.7 2,856 12.2 ks 0 eer ee 106.7 72,525 111.8 76,029 
of the radio program, winning driv-| dealers, but discontinued in 1929.| Spnritiing Group ee BR By SO eee 44.2 316,306 
: : i: , 66s . . - ATOUD wa cece ennee alee ae: 2 3,92° gl ga” ee 21.7 9,302 29.2 2,5 
ers being interviewed on the “Gil-| The Gilmore Oil Company revived] Town & Country ........... 57.2 $8,467 656.1 387,674] Forbes ..............2...00. 22.4 9599 263 11.3 
more Circus” over Se ney the event four years ago. deg os Fete eee eee ee eeaes 16.2 10,244 16.9 a 36.6 15,390 44.8 18,79 
network ever ‘riday nigh rue Detective ............+. 10.0 4,272 10.3 RS orale ia oo: 40405-44089 e 11.1 4,760 hae: . ana 
red y B Sixteen Cars Com te *VYachting TRUERLTLELAT Cee 72.0 45,504 70.2 44,359 I ib t 61.4 : 326 52.5 22,538 
shined the motoring public is being sompe , ~ el Se ee 8 Byes 8 3.8 
atti a ™ Lm: SEED] cee eseseeeevestsesevesese . oO» vod. 4,40. 
— — ——— Sixteen cars competed this year, TORAL GOED cicccivesces 651,173 OatOw EOE ice cipetins sede eens 14.9 10,159 23.6 16,025 
‘ avers : WOMEN’S MAGAZINES The New Yorker ........... 155.4 66,686 156.4 67,104 
and paloma mileage for all was 21.9) ..:mer's Wife ............. 12.9 8,787 17.1 11,605|*New York Times Magazine. 21.3 22,243 26.7 27,73 
per gallon, according to American | ood Housekeeping ........ 110.3 47,320 115.3 49,482| Newsweek ...............05. 69.4 29,764 38.4 16,461 
Automobile Association contest] Harper’s Bazaar ........... cS ae”: ee A eS Pre rere rrr rerTeeerree 3.1 $2,089 : ean 
board officials. This average is re- ~ teenage coh oktesee axes noes 19.0 14,375 16.7 13,646 | Radio Guide ....ccccsscvsees 16.0 $10,880 ‘oe aaeet 
. a ‘ ‘ ome Arts Needlecraft ..... 6.2 4,238 9.4 6,393 |The Saturday Evening Post.176.1 119,768 166.4 113,14 
garded as extremely high since all} pousehold ................. 245 16687 222 15.119| *Scholastic.................. 0.3 4,432 13.6 5,84 
: : 687 22.2 15,11 ‘ ‘ ; eae 1 . 
cars were required to run the last| Junior League ............. 13.7 8,635 13.6 8,613|*This Week ..............+- 22.6 23,215 22.2 22,87 
42 miles with chains. The event] Ladies’ Home Journal ...... 55.3 37,618 67.0 Ee en 191.2 82,014 187.4 80,3 
thus became a “natural” for exploit- mga ne eet Eg eee 38.6 16,573 18.3 8,846] *United States News ....... 10.1 21,010 12.9 26, 8/ 
48 . : 2 Se 66.1 44,933 64.1 43,568 —>  ———————S — ——— 
ation by the oil company. Botsford,| parents’ (National) ........ $4.8 19,228 47.7 20,457 Total Group ............ 710,027 647,35 
Constantine & Gardner handles the] Parents’ (Sp, Edit.) ........ 3.6 1,564 2.9 CC) 4 
account. PE s. 256.0 cc ke dvanaes 24.5 16,690 25.8 17,52 NOTE: All weeklies, four issues for both years. d 
Pictorial Review ........ 27.4 18,647 41.6 28.300 *Figures provided by publishers. 4 
— = " SSP EPCS BtOry ii cicsceseess 55.0 23,583 58.1 24,905 tNot included in total. y 
e ° Wee Sk netieseuseae 168.3 106.370 188.5 119,109 $Page size changed from 636 to 680 lines. 
; ) Campaign for Bayuk Ollendorf Messed 
° Decl f 4.6 3 3 
‘ ecine oO 0/0 Bayuk Cigars, Inc., Philadelphia,| Wilder & Co., Chicago leathe 
W V Sh Ww bs M h has released an extensive campaign | producer, has appointed C. J. Ollen- 
ne Ser 1ce oO n in are in newspapers from coast to coast. | dorf, Advertising, Chicago, to hand 
. . Ivey & Ellington, Philadelphia, is|its account. Publications in_ th 
Magazine Linage the agency. ‘leather field will be used, plus cop) 
: aneneinaes in some of the science magazines 
> New York, March 9.—Magazine “ ” 
FOR SPONSORS OF linage for March totaled 1,542,284,|2/0ane to “Parents eae 
a decline of 4.6 per cent from the|..Chester_L. Sloane, formerly of Holland Line to Hoyt 
. . . 1,617,295 lines scheduled in this |M@ilings, Inc., and New York Daily| Charles W. Hoyt Company, New 
J UVENILE RADIO PROGRAMS! month last year, Publishers’ Info Investment News, has joined Par-| York, has been appointed to hand 
mati Bi ee a “dd T= | ents Magazine, New York, in charge |the entire account of The Holland- 
yr tie A paying today. i of advertising promotion. America Line, effective April 1. 
Although still on the minus side,}|_—__ es 
the total compares favorably with 
declines shown for previous months. 
The February drop was 8.5 per cent 
——Ss A _ following a January decline of 17.2 
per cent. | Us 
| 
| ™ TRIAL EQUIPMENT mw 
Weeklies Gain 9.7% ’s Ne 
WwW “kl —_ 4 P Started = ie Pawns wd Member 
eekly and semi-monthly maga- 1933 = MATERIALS CCA 
Some of the most famous charac- to the high editorial standards of ann Ganeaty spotting argpae 7 _ 
= : ° - re P « J smergec I 4 » 
ters in AMERICAN Boy fiction are Pune American Boy. They will S on Mie pis si 


This 


being readied for the air! 


| | | With 647,356 in 1938, a gain of 9.7 
means not only the exclusive radio them the approval and recommen- | per cent. 
rights to such long-standing favor- dation of parents and educators! Among the monthlies, general | 


assure the advertisers who use 


| with a total of 710,027 as compared 
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ites ; ie Tur , Nas : . ‘wer magazines reported ; F: ' 651,- 
ites as Connie Morgan - but a Equally important, howev Ts 1493 lines oe a bs total oS Ses, “IEN’S”” THE SPOT! 
complete radio-script service: writ- will be the approval of the juve- ; S 8 coche of S per cont! 


from 671,456 reported a year ago. | 


ing. editing: and consultation on nile listeners. For more than a | gc. 
" ; : : ; - = Standard magazines carried 30.096 
Te casting, directing and presentation. generation, Tue American Boy lines, a drop of 2.1 per cent from WHERE 5 | 448 ACTIVE PLANT OPERATING MEN IN 
These radio shows will live up has won and held a wide reader. | the 1938 total of 30.739. THE LARGER PLANTS IN ALL INDUSTRIES LOOK 
ee ae si le Rian 
eaeaniecti | chip with ction tht respects fact Women's Groups Gain | FOR THEIR OPERATING NEEDS. 
and reality at no sacrifice o : ‘ 
A ee ae ails ros pan aman. Teste Avaves. Women’s magazines carried 534,- it . P ‘ | ve ° 
a“ Geiss Widiiediniaen atten ant area toe oes st are known to | pt_lines: a drop of 9.2 per cent Result of this exclusive "LOOKING FOR" reader usage is 
Pe pare gg cent ~ piensa apd from the 588,167 reported in March results for advertisers from standard units of space costing 
i Ss ast ¢ "PSE “el “ Qe 7"AnYr y an’c or , 
a Johnny Caruthers — Alaskan air pars — © i ; _ tne _ — : last — Wome ns group publica- only $ $79 to $85 a month. 
= adventure ers. This gives sponsors of Tue | tions scored a gain, the current total 
Bonehead Jim Tierney — Comedy American Boy Rapio SHows an | being 202,569 lines, as compared More coverage and more advertising action than offered by 
detective . . ’ . with 202,038 in 1938, an increase of 
immediate... . — ‘ ’ 36, § crease of — — . . 
Seine Giabed- Cente mtn te Setleen n . di Pr ; omy oe 0.3 per cent. any other publication of similar circulation. 
Hide-Rack — Dog and western ranch ween wy t an Oy Gat “so Outdoor magazines also gained . 
o adventure audience! These magazines carried 103.036 PROOF? More than 375 advertisers for March. 
a Square eg Davis—Rocky Mountain | Complete information about | lines, as compared with 102.343 in 
silroader . , , = ; — . ' 
Midshipmon Lee — Adventure in the this new service will be sent you 1938, an increase of 1.6 per cent. DETAILS? Write for “THE IEN PLAN.” 
0 U. S. Navy upon request to the publishers. | Mail order publications reported | 
Lex Brassgat—Mystery in the Florida 20,357 lines, a decline of 9.7 per| Q 
= ts Sef Yourys conmamon By mage | cent trom the 1950 nna ot en INDUSTRIAL EQUIPMENT NEWS 
900.000 ranee ure 7 teh ee — ‘merican Figures and page totals for the THOMAS PUBLISHING co. 
or older) te individual magazines are shown in| 461 Eighth Ave. NYC 
a Detroit DOY the accompanying table — 
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Hotel Men Hear 
of Need for 
$900,000 Drive 


(Continued from Page 1) 


going to teach the people to stay in 
hotels.” 

Mr. Sherrard said the campaign 
should be divided into three phases: 
i—To develop year round business 
for commercial and transient hotels; 
2—To sell apartment hotels to the 
public, and 3—To sell the resort 
hotel business. 

The campaign would be financed 
by an assessment of 50 cents per 
room. There are 1,800,000 hotel 
rooms in the country. While the 
response has been favorable in the 
case of the majority of the states 
which have voted, the poll will not 
be completed for several months. 

Lucius Boomer, president of the 
Waldorf-Astoria, New York, showed 
the assembled hotel men a moving 
picture he has just completed, de- 
signed to improve the work of regis- 
tration clerks. The film will be made 
available to the entire industry. 


Cream of Wheat's 
Famed ‘Rastus’ 
Draws New Role 


(Continued from Page 1) 


in more than 80 magazines and 
newspapers. Magazines in the list 
include The American Weekly, 
Good Housekeeping, Ladies’ Home 
Journal, McCall’s and The Saturday 
Evening Post. Interest in the gro- 
cery field is being developed through 
insertions in Chain Store Age, Na- 
tional Grocers’ Bulletin, Progressive 
Grocer and Super Market Merchan- 
dising. 

Present plans call for large space 
newspaper copy every two weeks 
for the remainder of the year. Ad- 
vertising material is also being of- 
fered dealers, jobbers and retailers. 

Batten, Barton, Durstine & Os- 
born is the agency in charge. 


“Key” to Appear 
April 20 in New York 


Key, monthly magazine designed 
as the host’s guide in home enter- 
tainment, will appear April 20. 
Copies will be sold in bulk to liquor 
retailers for distribution. No wine, 
beer or liquor advertising will be 
accepted. 

The new publication will be issued 
by Key Syndicated Services Corpo- 
ration, Graybar bldg., New York. 
Paul White is publisher, Harry A. 
McKean, formerly sales manager of 
Seagram Distillers Corporation, di- 
rector of sales, and Clifford E. 
Maser business manager. 


McIntyre Joins Block 
John C. McIntyre, formerly San 


Francisco manager of John W. 
Cullen Company, and previously 
with Stack-Goble Advertising 


Agency, Detroit, has joined the Los 
Angeles office of Paul Block & 
Associates. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


Product Testing 
Story Cited As 


Answer to Critics 


New York, March 9.—Casting 
generalities aside and dispensing 
with the impassioned pleading that 
has frequently marked efforts to 
convince consumers that advertisers 
are not a lot of wicked ogres intent 
on fleecing the housewife, Parents’ 
Magazine this week struck a telling 
blow at advertising’s critics by 
naming names and listing facts to 
prove that the vast majority of ad- 
vertisers are anxious to serve the 
consumer as fully as they can. 

In a forceful presentation by 
Barbara Daly Anderson, director of 


Rip gil tes piece 


the magazine’s consumers’ service 
bureau, consumers are taken on an 
expertly conducted tour of the re- 
search laboratories of leading na- 
tional advertisers and shown the 
thoroughness with which products 
are tested before copy claims are 
advanced. Included in the scope of 
the review are breakfast foods, 
bread, milk, canned foods, cooking 
utensils, refrigerators, toilet and 
laundry soaps, cosmetics, antiseptics 
and footwear. 


Profit Issues Value 


“It would be foolish to deny that 
business recognizes the importance 
of research to continued profits,” 
Mrs. Anderson observes. ‘“Con- 
sumer pennies pay for research and 
to the ultimate benefit of the user. 


But as long as you, as consumers, 
must make choices and buy in a 
competitive market, it is to your 
advantage to learn more of the in- 
side story of research and testing 
so that you may appraise products 
more fairly.” 

After describing in considerable 
detail the research activities of a 
long list of manufacturers, who 
comprise a veritable “blue book” 
of national advertisers, the author 
points out that more millions are 
devoted to practical testing of prod- 
ucts by recognized chemists and 
physicists in laboratories main- 
tained by industry than private 
testing laboratories can hope to 
equal. 

Mrs. Anderson’s convincing story 
appears in the April issue of Par- 


You’ve told us about your complete Pacific Coast coverage. 


You’ve told us why the biggest regional accounts are choosing Don Lee. — 


You’ve given us your merchandising picture which is, incidentally, the most 
complete we’ve ever seen. __ : 


You’ve explained how you cover all the primary Pacific Coast markets locally 
where it does the most good. 


But you’ve held back one of the best features of your network — complete 
domination of some of the coast’s most important markets. For instance, that 
survey taken in Eureka,” which is practically isolated except for Don Lee, shows’ - 
100% exclusive audience for Don Lee during certain seasons. (By the way, this 
isn’t the only Pacific Coast market that depends almost entirely upon Don Lee for 
radio service). That’s what you boys should shout about! Because it’s coverage 


aw NS ES TERRE ee 


1076 West 7th Street, Los Angeles, Calif. 
Lewis Allen Weiss, Vice-Pres. and Gen. Mgr. 
Affiliated with Mutual. Represented by Blair 


BROADCASTING SYSTEM 


ents’. Reprints will be made avail- 
able to parent-teachers’ associa- 
tions, mothers’ clubs and consumer 
groups. 


Commercial Labs 
Establish Council 


Nineteen research and testing lab- 
oratories have established American 
Council of Commercial Laboratories 
to “maintain high standards of test- 
ing, research and inspecting.” 

D. E. Douty, 1415 Park avenue, 
Hoboken, N. J., is secretary. 


Begins Test Drive 

Bedevere Company, New York, 
religious jewelry, has started a test 
campaign in 49 weekly and three 
daily papers. Walters Advertising 
Associates, New York, is the agency. 
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Stamp Plan for Food 
Distribution 
Nears Final Stage 


(Continued from Page 1) 
entitle him to another set of blue 
stamps valued at 50 per cent of the 
amount represented by the orange 
stamps. 

4. The orange stamps will then 
be accepted by grocers and other 
food dealers as cash for any product 
in the store, excepting liquor, candy 
and cigarettes. The blue stamps 
will be accepted as cash for any 
product in the surplus commodity 
classification. 

5. Grocers may immediately re- 
deem these stamps for cash from the 
Department of the Treasury. Local 
agencies are to be set up to facili- 
tate redemption. 


Grocers Will Profit 


At present, surplus commodities 
are distributed through the Federal 
Surplus Commodities Corporation. 
Proponents of the new plan assert 
that the present technique lacks effi- 
ciency and that it also deprives the 
food dealers of the profit that will 
be available to them in the new 
plan. 

Full operation of the plan, it is 
claimed, will produce 2 50 per cent 
increase in food expenditures by the 
20,000,000 relief clients. Broader 
ramifications envisage it as a sales 
stimulant to certain products for- 
merly in the “luxury” class for this 
type of food budget. Current sta- 
tistics show that the individual on 
relief or on WPA now has about $1 
a week to spend for food, or $4 for 
a family of four. 

This family budget totals $16 per 
month. Use of the proposed plan 
will increase it to $24. It is also 
claimed that the increased sale on 
the surplus commodities will result 
in lower average prices for these 
products to the non-relief purchaser 


In Metropolitan New York 
1, coverage of package stores 
76% coverage of bars & grills 


(including hotels) 


BEVERAGE RETAILER WEEKLY 


1819 Broadway, New York, N.Y. @ Circle 6-8181-2-3-4 


MAILING SERVICE 
Multigraphing — Filling-in 
Addressing-Mimeographing 

THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 8655 
CHICAGO 


TRY THIS ON YOUR PHONE. 


.. . Write or Phone for 
one of our Representatives 
—Let us show you samples of work 


we are doing for successful institutions. 


FAITHORN CORPORATION 


as well as to the user of the stamps. 

The conference Monday is ex- 
pected to determine six or seven 
cities which will be used to test the 
plan. These cities will be scattered 
from coast to coast and will average 
about 100,000 population. Anticipat- 
ing that the tests can be started 
within 30 days, it is hoped that the 
plan may gain national scope within 
as short a time as three months. 


Grimes Is Optimistic 


In Chicago, J. Frank Grimes, 
president of the Independent Gro- 
cers’ Alliance and chairman of the 
Food and Grocery Conference Com- 
mittee, said that he had yet to dis- 
cover any unfavorable reaction to 
the plan, either from his own or- 
ganization or from others in the 
food field. 

“The plan may prove to be one 
of the major moves in bringing 
about recovery,” he declared, “and 
it is certainly one of the finest 
moves the Administration has made 
to inspire cooperation between gov- 
ernment and business. It is bound 
to increase confidence throughou 
the country.” 

Other executives in the food in- 
dustry, although confessing some 
ignorance as yet to the full details 
of the plan, indicated that they, too, 
favored such a move, but withheld 
definite comment. 

Operation of the plan is not ex- 
pected to be as costly as the present 
method of distribution through the 
Federal Surplus Commodities Cor- 
poration. Only a small portion of 
the funds available to this organi- 
zation will be devoted to the experi- 
mental effort. 

While observers agree that with 
the program in full bloom there 
will be a narrowing of margins on 
many food lines, the argument is 


advanced that increased profits 
through increased volume will b< 
realized. Officials declare that it 


will permit greatly increased con- 
sumption per dollar of government 
funds spent, probably reducing fed- 
eral costs in this field. 

Experts in the food lines have 
told the departmental officials that 
the new program will mean more 
normal pricing, less market disrup- 
tion, an even greater sale of the 
surplus foods than merely to relief 
buyers because of probable adver- 
tising drives keyed to the surplus 
food movement. 


Plan Fifth Exhibit 

The Fifth Educational Graphic 
Arts Exposition will be held Sept. 
25-Oct. 7 at the Grand Central Pal- 
ace, New York. 


West-Holliday Named 

West-Holliday Company has been 
appointed Pacific Coast representa- 
tive for the Register and Journal, 
Santa Ana, Calif. 


- « You'll find it a 
satisfying number 
because it opens 
the quick and sure 
way to the com- 
plete and econom- 
ical handling of 
your production 


requirements. 


Ad-Setters - Engravers - Printers 


504 Sherman St., Chicago - Wab. 7820 


DAY AND NIGHT SERVICE 


PRINTING 
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Index of Retail Activity in 80 Important 
Markets 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1939, by Advertising Publications, Inc.) 
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Period Period Pericd 1939 1939 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 
80 Cities Mar. 6, 1937 Mar. 5, 1938 Mar. 4, 1939 1937 1938 Mar. 5,1938 Mar. 4,1939 Loss 
CAROUGE AR. kscerscayess 2,627,754 2,040,059 1,553,398 —40.9 —33.9 239,785 184,265 —23.2 
BOGS, Bee Bicsitscieces§ stecanne 1,268,494 1,170,000 ae —7.8 116,775 113,710 —2.6 
pS, SPP erre rire 1,130,345 873,026 885,738 —21.7 +1.5 129,381 129,843 +0.4 
BATRMEA, TOR, ccc cverien 2,422,378 2,466,240 2,650,102 +9.4 + 7.5 315,686 319,130 “+11 
Baltimore, Md. ........ 3,513,526 3,372,183 3,185,136 —9.4 —5.6 419,124 391,780 —6.5 
Birmingham, Ala. ..... 2,020,508 1,980,706 2,012,038 —f(), 4 +1.6 243,726 252,812 + 3.7 
ee 3,257,649 3,019,183 3,069,703 —§,8 +1.7 308,539 316,822 + 2.7 
Bridgeport, Conn....... 1,476,720 1,448,888 1,466,108 —0.7 +1.2 151,844 159,796 +5.2 
4B BG ee ees naae 2,621,752 2,539,250 2,178,680 —16.9 —14,.2 260,848 263,228 +0.9 
Camden, N. J 672,55 613,828 578,968 —13.9 —5.7 69,525 69,733 +0.3 
Cedar Rapids, la....... 763,812 712,446 739,354 —3.2 + 3.8 81,774 72,800 —11.0 
Charleston, W. Va...... 1,541,988 1,692,578 1,606,080 +4.2 —B5.1 171,183 192,241 +12.3 
Chattanooga, Tenn 969,306 953,066 1,160,699 +19.7 +21.8 111,115 135,115 + 21.6 
i: er 5,189,667 4,862,450 4,387,770 —15.5 —9.8 541,527 513,879 —5.1 
Conemmesl. OO 6 cadesave 2,601,506 2,431,550 2,456,528 —5.6 +1.0 286,834 316,230 +10.2 
Cleveland, O, cnaae 3,290,191 3,136,113 2,742,743 —16.6 —12.6 340,461 324,008 —4.8 
Columbus, QO. .ccoccees 2,209,723 2,036,120 2,108,617 —4.6 +- 3.6 249,365 261,282 +4.8 
Dallas, Tex. eeeeseeos 3,446,219 3,481,243 3,404,835 —1.2 —2.2 434,534 410,154 —5.6 
Davenport, Ia. ..c..... 1,401,476 1,506,858 1,347,226 —3.9 —10.6 197,918 169,202 —19.1 
ooh 3: Peer re ere 2,334,346 2,099,882 2,056,224 11.9 —2.1 231,002 268,044 + 16.0 
ee: Se. poverasaed 1,548,985 1,446,882 1,446,481 —6.6 ‘ia 171,483 166,165 —3.1 
Des Moines, Ia......... 1,048,592 1,047,693 1,010,035 —3.7 —3.6 141,122 100,460 —28.8 
cl A! 3,563,339 2,956,297 3,062,541 —14.1 + 3.6 308,187 352,881 +14.5 
ff, ie | ree 1,682,993 1,675,425 1,610,406 —4.3 —3.9 200,970 195,118 —2.9 
| RS SR nee ee 1,332,764 1,401,480 1,486,338 +11.5 + 6.1 160,888 189,672 +17.9 
Fall River, Mass....... 561,075 499,364 513,657 —8.5 +29 55,812 60,259 +8.0 
a aD eee 1,252,062 1,186,542 1,305,324 +4.3 +10.0 132,552 156,324 +7.9 
Fort Wayne, Ind. 1,777,265 1,627,360 1,592,185 —10.4 —2.2 220,374 199,206 —9.6 
A eee es ee 1,109,110 848,795 821,901 —25.9 —3.2 79,739 90,108 +13.0 
Grand Rapids, Mich.... 1,659,854 1,410,364 1,379,568 —16.9 —2.2 170,968 171,640 +0.4 
Greenville, S. C........ 1,023,333 961,486 982,123 -4.0 +2.1 109,438 121,734 +11.2 
_  .  :  e 2,451,540 2,578,540 2,589,164 + 5.6 +0.4 330,176 355,138 +7.6 
Indianapolis, Ind....... 2,844,310 2,522,588 2,406,682 —15.4 —4.6 271,544 293,104 +7.9 
Jacksonville, Fla....... 1,451,240 1,348,335 1,413,594 —2.6 +4.8 185,360 199,220 + 7.5 
eereey City; Ms dec iiice 368,150 313,173 323,990 12.0 + 3.5 28,966 37,952 +31.0 
Kansas City, Kans..... 433,636 436,821 414,519 —4,4 —65.1 57,911 47,481 —18.0 
Knoxville, Tenn........ 1,498,798 1,651,734 1,632,062 +8.9 —1.2 217,336 209,818 —3.5 
Little Rock, Ark....... 1,492,816 1,492,344 1,411,340 —5.5 —5.4 178,626 175,938 —1.5 
Los Angeles, Cal....... 4,091,609 3,725,743 4,080,666 —0.3 +9.5 371,589 475,487 + 28.0 
ESOUINVEENG, BEY. cs civevs 2,051,502 2,267,670 2,105,299 + 2.6 —7.2 264,807 240,963 —9.0 
Lynn, Mass. Seweemed 1,524,166 1,286,362 1,269,466 —16.7 —1.3 126,098 140,924 +411.8 
Manchester, N. H...... 522,664 574,166 602,188 +15.2 +4.9 70,426 70,386 —0.1 
Memphis, Tenn. ....... 1,731,970 1,751,134 1,774,794 + 2.5 +1.4 216,440 228,508 +5.6 
ttMilwaukee, Wis 2,729,755 2,341,721 2,340,190 —14.3 —0.1 279,627 290,223 +3.8 
Minneapolis, Minn...... 2,427,643 2,129,379 2,101,177 13.5 —1.3 260,729 243,159 —6.7 
Moline-Rock Island.... 1,307,348 1,357,510 1,225,980 —6.2 —9.7 160,776 157,304 —2.2 
New Bedford, Mass..... 539,742 517,454 476,364 —11.8 —8.0 53,536 49,966 —6.7 
New Haven, Conn...... 1,490,062 1,455,664 1,450,120 —2.7 —0.4 178,290 170,968 —4,.1 
New Orleans, La....... 3,358,615 2,937,234 3,092,789 —7.9 +5.3 334,403 366,251 +9.5 
tNew York, N. Y....... 10,853,622 9,907,013 9,409,998 —13.3 —5.0 1,100,952 1,082,968 —1.6 
tBrooklyn, N. Y........ 1,147,979 $34,341 694,307 —39.5 —168 93,519 78,560 —16.0 
Ree Ci vetevedess 1,523,634 1,443,204 1,501,500 a + 4.0 173,908 194,222 +11.7 
oo” a ee 1,148,451 1,197,608 1,274,695 +11.0 + 6.4 143,986 133,210 —7.56 
ttOkKlahoma City, Okla.. 1,830,220 1,906,310 1,734,488 —65.2 —9.0 235,844 160,706 —31.9 
Peoria, Til. ...... 1,783,232 1,641,785 1,668,155 —6.5 +1.6 205,012 199,560 —2.7 
Philadelphia, Pa. ...... 5,027,205 4,471,959 4,497,283 —10.6 + 0.6 503,851 566,175 +12.4 
a ee: See 1,214,206 1,322,790 1,248,940 +2.9 —5.6 141,862 145,740 2.7 
Pittsburgh, Pa. 4,071,088 3,498,614 3,234,755 —20.8 —7.8 432,572 423,192 —2.2 
TOCCIANG, ONE. 2c ccccscs 1,907,840 1,767,654 2,030,882 +-6.4 +14.9 209,986 244,314 +16.3 
Reading, Pa 1,620,682 1,539,723 1,542,971 —-~4.8 +0.2 200,032 207,242 +3.6 
Richmond, Va 1,983,772 1,909,166 2,049,194 +3.3 +7.3 256,844 259,182 +0.9 
§Rochester, N. Y....... 5,025,277 2,310,038 2,386,224 —21.1 +3.3 233,948 261,833 +11.9 
Sacramento, Cal 1,362,326 1,198,170 1,320,550 —3.1 +10.2 174,084 175,644 +0.9 
San Antonio, Tex 1,059,226 976,072 1,072,096 41.2 9.8 138,780 139,025 +0.2 
San Diego, Cal 2,397,528 2,062,004 2,056,154 14.2 0.3 194,796 222,502 +14.2 
San Francisco, Cal 2,600,154 2,561,815 2,752,786 +5.9 +-7.5 324,423 301,001 —7.2 
Seattle, Wash. ........ 1,639,310 1,425,018 1,672,492 +2.0 17.4 201,880 240,268 +19.0 
**South Bend, Ind.... 1,536,809 1,156,547 883,499 —42.5 —23.6 114,271 101,449 —11.2 
Spokane, Wash 1,189,244 1,218,700 1,157,198 —32.7 5.1 140,840 136,360 —3.2 
St. Louis, Mo 3,131,920 2,908,365 2,839,990 —9.3 —2.4 362,415 341,825 —5§.7 
St. Paul, Minn, 1,951,725 1,898,797 1,551,268 20.5 —18.3 247,331 166,053 —32.9 
Syracuse, N. Y.... 1,811,595 1,585,103 1,695,904 6.4 +7.0 183,400 205,527 +12.1 
*Tacoma, Wash 1,058,308 941,416 950,698 10.2 +1.0 120,372 121,842 +1.2 
Tampa, Fila 1,005,354 993,958 1,072,428 +6.7 +7.9 22,570 124,166 +1.3 
Toronto, Ont., Can 3,526,831 2,940,410 2,801,243 —20.6 —4,7 337,796 320,206 —§.2 
Troy, N. Y. 637,826 551,726 602,240 —5.6 +9.2 57,960 74,634 + 28.8 
Tulsa, Okla. , 1,480,122 1,476,420 1,440,446 —2.7 —2.4 172,368 169,484 —1.7 
Washington, D. Cc... 5,912,297 6,377,715 5,506,607 —6.9 +2.4 702,761 630,791 —10.3 
Worcester, Mass 1,725,349 1,716,307 1,607,524 6.8 a Tt" 174,776 199,799 +14.3 
Youngstown, O 1,413,264 1,247,165 1,123,737 20.5 —~9.9 143,360 132,454 —7.6 
Total ..164,942,751 154,269,336 152,051,142 8.5 -1.4 18,085,618 18,171,365 + 0.5 
‘Akron Times-Press discontinued Aug. 28, 1938. 
tNew York American discontinued June 24, 1937 
tBrooklyn Times-Union discontinued June 8, 1937 
§Journal and Sunday American discontinued June 8, 1927 
*Daily Ledger discontinued June 23, 1937 
**News-Times discontinued Dec. 28, 1938 
tiMilwaukee News discontinued Jan 14, 1939 
ttOklahoma News discontinued Feb. 24, 193% 
Briggs & Varley Named | PEGINA 
Benson & Hedges, New York, has mone 


appointed Briggs & Varley, New 


York, to direct its advertising. 
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The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 


cash with order. 


All other classifications (single insertion rates): 


“Positions Wanted,” 
30 cents a line, 


and 
Terms 


™% in., $2.75; 1 to 3 in.. 


“Representatives Wanted.” 
minimum charge $1. 


$4.75 per inch. Write for descriptive folder describing discounts for term 


insertions. 


POSITIONS WANTED 


HELP WANTED 


ARTIST 

14 years experience; agency, studio, 
manufacturer, national accounts; lay- 
out, illustration, lettering, design, 
packaging; in color, line, all mediums. 
Contact experience valuable in assist- 
ing executives with clients. Married, 
one child. Agency preferred. 

Box 1679, ADVERTISING AGE, Chgo. 


ADVERTISING, PUBLICITY WOMAN 
excellent experience fashion maga- 
zines, national cosmetic advertisers, 
agencies, want desk, free lance work 
with agency. 

Box 1680, ADVERTISING AGE, N. Y. 


Copywriter for New York City adver- 
tising agency; experienced direct sell- 
ing agents advertising and sales pro- 


motion. No other considered. Salary 
$25. Advancement right party. Give 
experience, full details. 

Box 1683, ADVERTISING AGE, N. Y 


REPRESENTATIVES AVAILABLE 
AGENCIES, ADVERTISERS REQUIR- 
ing intelligent international publicity 
representation and distribution write 
or wire ANGLOPRESS, 872 Lorimer, 
3rooklyn, N. Y 


STOCK CUTS 


Advertising Manager for Manufac- 
turer of consumer items. Can give 
tested sales promotion idea and ad- 
vertising that sell merchandise; 12 
years all-round experience. Now em- 
ployed. Wants position where he can 
show results. Any place. 

Box 1681, ADVERTISING AGE, Chego. 


Experienced advertising salesman 
specializing in Trade Papers, desires 
to connect with live publication. Is 
now employed. Will only consider ac- 
tive media. 

Box 1682, ADVERTISING 


AGE, N. Y. 


HELP WANTED 


Publ’s. Reps. to take over N. Y. terri- 
tory for big Navy Welcome Edition. 
Wire or write, U. S. Navy Magazine, 
1324 Walnut, Phila. 

Kepresentative wanted. Old = estab- 
lished tradepaper is interested in 
contacting ambitious young man who 
could devote full time toward helping 
increase sales in Chicago. Layout 
and copy-writing ability would help, 
but not essential. Drawing account, 
commission, and possible bonus ar- 
rangement would in time enable right 
man to build up worthwhile business 
for himself. Write giving full parti- 
culars as to age, experience, drawing 
account expected, etec., sending photo- 
graph if possible. Address 

Box 1684, ADVERTISING AGE, Chgo. 


LITTLE BLACK AND WHITE CUTS 
(inexpensive) add zip and verve to 
text for small ads., circulars, letters, 
announcements, house organs, blot- 
ters, etc. Send your address. Har- 
per’s, 283-f E. Spring St., Columbus, 
Ohio. 


MISCELLANEOUS 
NEW WAY TO SAVE MONEY! 

Even tho your budget is extremely 
limited, spend it effectively. Utilize 
this newest process which does away 
with expensive typesetting and cuts!! 
Perfect process for all sorts of pic- 
torial advertising, literature, sales 
letters, price lists, catalogs, booklets, 
bulletins, broadsides, etc., etc. 

Short runs no penalty. 

Any size can be furnished. 

500 COPIES (8%”x11") $2.63 
Additional hundred copies only 22¢ 
Even lower prices to quantity buyers. 

Send for free informative book. 
Laurel Process, 480 Canal St., N. Y. C. 
Just phone WALKER 5-0527, if you 
are in New York City and Metropoli- 
tan Area. A trained representative 
will give you complete details. 

YOU CAN USE THEM TOO! 
Your business needs these wonderful 
business builders. Let us show you 
how other firms are using PHOTO 
AD-CARDS to their advantage. 

GRAPHIC ARTS PHOTO SERVICE 

Third & Market, Hamilton, Ohio 


Business Papers 
Show 9.3 Per Cent 
Drop in February 


Chicago, March 9.—Advertising 
volume of all business paper groups 
was off 9.31 per cent for February, 
as compared with the same month 
last year, and 12.47 per cent below 
the two-month period of 1936, In- 
dustrial Marketing reported today. 
These figures compare with a drop 
of 17.08 per cent for January, com- 
pared with the opening month of 
1938. 

Seventy-five publications re- 
ported a decrease of 10.92 per cent 
in February business, compared 
with the month a year ago and a 
14.38 per cent drop for the com- 
parative two-month period. 

Twenty-one trade publications 
came within one page of equalling 
the volume for February, 1938. For 
the two-month period business was 
off 3.52 per cent, compared with 
6.18 per cent for the initial month. 
The class group carried 12.5 per 
cent less business in February is- 
sues than in those of last year and 
13.5 per cent less for the compara- 
ble two months. 


An Asset ‘tothe Graphic Arts 

Professions= Nationally Used 

3 Grades - Light-Mediym and 
Heavy-}2? Per Gal Post Paid 
SS RUBBER CEMENT € 
3436 (NO. HALSTED ST. 
CHICAGO, ILL. 


Labeling Law Held 
No Hindrance to 
Packaging Design 


(Continued from Page 1) 
turers to recognize the basic sound- 
ness of the growing consumer 
movement and warned that un- 
usually styled packages, instead of 
inviting purchase, tend to make the 
modern consumer suspicious, unless 
the informative qualities of the label 
present the information the buyer 
wants. 

F. S. Blanchard, advertising man- 
ager, Pacific Mills, supported Dr. 
Franklin’s views on _ informative 
labeling. He suggested that adver- 
tisers recognize the consumer move- 
ment as a fait accompli and urged 
them to devote greater attention to 
expansion of label information. 
Such data, he said, should tell in 
terms the consumer can understand 
exactly what the product can do, 
with laboratory tests to support all 
claims. 


Scott Joins Hoffman 


A. F. H. Scott, assistant to the 
president of Anthracite Industries, 
New York, has resigned to become 
vice-president and general sales 
manager of Hoffman Specialty Com- 
pany, New York. 


Campbell-Lampee Named 


Bette Shaw Cosmetics, New York, 
has appointed Campbell-Lampee, 
New York, to direct its advertising 


— if you are looking for new slants to put more pep into sales—if you want 
to know how others are keeping salesmen on their toes—how they are 
making sales letters pull—how they are cutting down selling costs 


Court Refuses to 
Halt Package 
Breakup by Dealer 


New York, March 8.—Pinaud, 
Inc., has been denied an injunction 
to restrain a local druggist from 
breaking up a combination package 
and selling the component parts at 
higher prices. Supreme Court Jus- 
tice Aron Steuer denied the applica- 
tion which claimed unfair competi- 
tion and interference with Pinaud’s 
advertising campaign. 

Pinaud filed suit against Beaux 
Arts Chemists Corporation, stating 
that since 1936 the company has 
combined packages of Eau de 
Quinine with Pinaud shampoo, and 
Lilac Vegital toilet water with Lilac 
Vegital taleum powder, with each 
pair of items selling for the price 
of one. The defendant, it was 
charged, separated the combina- 
tions, erased the statement of the 
special offer, and sold the items in- 
dividually at a higher price. 

The court ruled that the injunc- 
tion could be granted only if the 
purchaser could learn from printed 
matter on the package that two 
items were being offered for the 
price of one. Since the statement 
had been erased, the court held that 
there was no unfair competition. 


MARCH LINAGE 


Canadian Home Journal ................. 
Canadian Homes & Gardens...... 
*Canadian Magazine 
Chatelaine 
VT. <cdbeuwetetediadinknndaudknrawines 
tMaclean’s Magazine 
Mayfair 
National 


Home Monthly 


Total Group 


OF CANADIAN MAGAZINES 


-——1939——_,, -———-1938—__ 


Pages Lines Pages Lines 
eT CTT Te 25,873 41.3 28,892 
haekee coe O60 24,164 40.2 27,043 
OTT eC TT 18.2 7,802 19.3 13,529 
ova Naess ee 21,908 36.2 25,345 
voor 19.1 8,188 24.8 10,628 
rTrriit 47.8 33,473 50.6 35,433 
fae eueee 9.1 39,720 62.8 42,186 
see deue' vs 19,788 29.2 20,419 
TeTTT 172,728 ours 192,847 


Commercial Display in Canadian Farm Papers 


Country Guide & Nor’-West Farmer....... 
+Family Herald & Weekly Star 
Eastern Edition 
WO ENED hc ke hevrcacceceveceases 
The Farmer's Magazine .........00eeeeeus 
+Free Press Prairie Farmer 
tWestern Producer 


Total Group 


——1939———.. ———-1938 _—__ 

Pages Lines Pages Lines 

rTTrirTr Tey 31.8 22,919 26.1 18,769 
eeree ys Tere 41.2 32,987 41.7 33,341 
badeseactan 3.31 26,467 34.8 27,863 
nee 30.4 21,289 25.3 17,715 
Pte arava Goi 33.1 36,431 32.5 35,729 
seed eereaes 15.8 18,048 12.6 14,355 
pire 44,208 me 26.484 


*Page size now 429 instead of 700 as in 1938 


+Weekly—February 
tSemi-monthly 


linage shown, not 
—both issues included 


Magazines in 
Canada Decline 
10.4% in March 


Chicago, March 9.—March linage 
in Canadian magazines totaled 172,- 
728, a decline of 10.4 per cent from 
the 1938 total of 192,847, according 
to reports today to ADVERTISING 
AGE. 


included in total. 


Canadian farm papers, however, 


showed gains in a majority of in- 
stances. The two reporting March 
linage carried a total 44,208 lines, 
an increase of 21.2 percent over the 
36,484 reported last year at this 
time. 

Two out of four of the other 
farm papers, reporting February 
linage, also showed gains. 

Figures and page totals for the 
individual magazines are shown in 
the accompanying table. 


ARTISTS °° 


A LARGE, EFFICIENT AND 
COMPLETELY EQUIPPED 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


kK .——— 6%» —f 


workmen 


Printing 


Catalogues « Publications e General Printing 
Direct Mail Advertising 


COPYWRITERS ® 
PLANNING @* 


ENGRAVERS 


OUR SERVICES 
TYPESETTING 


(Linotype, Monotype and Hand) 


PRESSWORK 


(The Usual as well as Colors) 


BINDING 


(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 


(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 


(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 


(Planning, copywriting, design- 
ing, photographing and artwork) 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 


Because of automatic 
machinery. Day and 
night service 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from all parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


f 


PRINTING PRODUCTS CORPORATION 


Telephone WABASH 3380 


Established 1888 


© ELECTROTYPERS 
PHOTOGRAPHING 


DEPENDABLE PRINTING 


Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


RIGHT PRICE 


Because of superior 
facilities and etficient 


Polk and La Salle Streets 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 
Proceedings 
Directories 
Histories 
Books 
Broadsides 
Folders 
Circulars 

and 
General Printing 


management 


All Depestmente Chicago, Illinois 
DARTNELL CAN HELP YOU—SEND TODAY go, 
to 4660 Ravenswood Avenue, Chicago, and ask for FREE chart showing 83 
Dartnell sales aids. Twenty years serving sales managers all over the world 
ye Wess 5 e435 eee ee : * 9 


a | eS - : 
eam eg 
 ———— i ——— Sp 
g/) | EE ee ae 
ee > 
Ve ising ; 
a Re = a p. 
a a a fetter : 
SSO | 
" ee ee _—  —~¥4 
$$ ——— : ee ———eE—ESSSSSSSSESESESES=S=S=S=SESESES=Ean=ana=====———S—S LT F 
a | 
| z 
| sre 
i. ih 
| ee } 
—— ee 
| ; i bl e E 
J | Wines y 
. | Do pee OCHA a ; 
. ma SS ; 
.) = i ~8 
| Ht a Z 
1} || 1-20: 4 |- si 
| , atte ee . 
HT a f 
] | ° ” 
‘. = 
| _ : 
1.0 
i a 
1.7 6 
7.5 | 
27 | es : 
22 ae 
3.6 : 
0.2 ap 
2.0 | | | 
9.2 WA vs . i 
|) ee) 
= |. 7) re 
- ia i ¢ 
oe 
7¢ SALES Are Your Problem I | 
| nt 
Sri‘ et”UCUd®d 
| | 
| ee seniendeieneiansin ee 
; 


a 30 ADVERTISING AGE March 13, 1939 


_— 
——, 


e The New York Sunday _Journal-American’s 


Wlortp’s Fair SUPPLEMENT 


will be issued on the Fair's Opening Day... 


SUNDAY APRIL 30 


Opening Day . .. When this greatest of all World’s 


Fairs will be the World’s biggest story . . . with Fair interest and excite- 
ment at its height . . . and the advance guard of the greatest migration in 


modern history at our gates . . . will see this greatest of all Fair Supplements! 


The editors have been at work for a full year. . . and this Supple- 


ment will review every Fair activity in articles by experts . . . will be 


illustrated fully and lavishly . . . will become the reference, guidebook and 


plan source of hundreds of thousands of Fair-goers . . . Not just another 


special edition or published souvenir, a handsome nonentity to be looked at 
and forgotten, or a carry-all of advertising . . . but a publication designed and 
os written for the utility and service of the public . . . with an assured long 


life and multiple readership. 


And a large additional national circulation for this Supplement 


goes with the regular million circulation of the Sunday Journal-American 


FoRMSs close . . . But the cost is the regular rate of $1.25 a line . . . which makes this 
Mancu 25—for color Supplement a plus value, an extraordinary buy! 
Arnaut 15—for black-and-white Note the closing dates, make reservations NOW! 


le NEW YorRK JOURNAL-AMERICAN 


Represented nationally by: HEARST INTERNATIONAL ADVERTISING SERVICE, Rodney E. Boone, Gen. Mgr... . Offices in 


NEW YORK + CHICAGO + DETROIT + PHILADELPHIA + PITTSBURGH + BOSTON + ROCHESTER + BALTIMORE + ATLANTA + SAN FRANCISCO + LOS ANGELES «+ SEATTLE 
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PHOTO 
REVIE 
THE 


SOPHISTICATED BABY 


1 GIVE THE 


= “HOSS LAFF” 


“ TO GERMS... 


~ 


E 


CAUSE MY SKIN GETS 


PROTECTION 


Mennen Company will build its spring 
promotional theme around this infant, 
shown here on one of the company's new 
) dealer display units. Special emphasis 
)will be given the keynote during Na- 
5 Sones Baby Week, May | to 7. H. M. 


Kiesewetter Advertising Agency, New 
York, is in charge. 


ANTISEPTIC | 


RAPHIC 
OF 
EEK 


COLD SHOULDER? 


In its 1939 packages and displays, Mun- 

singwear shows strong partiality for this 

partially undraped figure. Louis F. Daw 

Company, St. Paul, Minn., produced 
the material. 


WHIMSY FINDS PLACE IN SALES MEETING 


att 2a 


: 


a 


- e--— a 


lf all the features requested by Iron Fireman salesmen were incorporated inte 

ithe automatic stoker, the device would look something like this. Odin Thomas, 

\ sales personnel manager, put the point across at the series of sales conventions 
which have just been brought to a close. 


BIG BEN'S ELECTRIFIED NOW 


| Now! Famous Big Ben quality in an electric alarm clock! 
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J theeck Big Ben Blertric’s 


features before sou bay 


sour neat alarm clack! P ps As itt 
ve 
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be 
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(16h Of ee ONO Aen boc 


With the Big Ben 2-Voice Alarm— 


first he whispers—then he shouts 


teat Teetee fve ’ ’ tig Men Re abaptet bere are Ce yer etrtERt iter rng ken 
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Both bor Long Service ~ 
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Vem oe At bat a prreseion cade i thee foe bien OF 
P for, emmrnerr to gee you fe ol teetee otek fendi ee tre 
‘ ges re ser iee bor m beng. home timer = the tae Lew tet: aharten ahr of the seme’ 
Rion sons eye aver the fat of features Wig Men 64-95 te ptt dat, Both teentows diet roe cam 
WESTC LOX Bheetrie elfees, Note that te be cell cterting sor tn tee Gay thewe ee the dork, © detias meore 


de f ay Keo ased bed From y of Wp remy Mover leehe letra Mechs Hutt Haleber avd meted Potehes Aueed from TL 


“py for the new Big Ben electric chime alarm, recently introduced by Westclox, 


5 im *@s a long way toward stressing the pleasant side of this getting up business. 
“wr magazines and 29 newspaper rotogravure sections are on the schedule. 
TLE Batten, Barton, Durstine & Osborn, Chicago, is the agency. 


OD ga Fee 


‘ONE VOTE ONLY, FLACK IS TOLD 


NICE BOY 


~ ot 2 oS Neale 


—" s 


al But..Oh so Gentle! 


Harold Crary (right), vice-president of United Airlines, presented Gene Flack, 
trade relations counsel of Loose-Wiles Biscuit Company, with a gold membership 
plate in United's new "100,000 Mile Club,” but refused Gene any more than one 
vote even though his mileage total is above 300,000. 


* TOUGH on 011-Pomping > GENTLE on the Cylindar Walls 


Here is a piston ring thet not only 
wear...Ask your motor service man for 
Steel-Vent Rings — and accept nothing lesa. 


STEEL-VENT PISTON RINGS 
Stop OF -Pmapiag 


MASTINOS MAMUTACTUIIEG COMFORT -§ HASTING), MrormaAn . "ORONT: Gm. wi NmrEd 


Hastings Piston Ring Company's “tough 
guy" now appears in consumer media. 
Keeling & Co., Indianapolis, is the 


agency. 


SWITCHES POSTS 
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Lorry R. Northrup, formerly vice-presi- “tan j Us ©" Pong 


dent of Charles Daniel Frey Company, 
Chicago, who has joined Ruthrauff & 


That the Hoover Company wants its salesmen to make good use of national copy 
Ryan, Chicago, as account executive. 


is evidenced in this magazine page. (Story on Page 8.) 


PHOTOGRAPHERS CITED FOR OUTSTANDING WORK 


March “prints of the month” by members of the Chicago Society of Photographic Illustrators. Left, color photograph by 


Fidelis Harrer for Wheeling Steel Company, through Critchfield & Co. Right, Northwestern Mutual Life Insurance 
Company illustration by John Paul Pennebaker of Under wood & Underwood. Buchen Company was the agency. 
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MILL & FACTORY to publish the 


FIRST COMPLETE STUDY 
of CURTISS-WRIGHT PLANTS 


EADLINE NEWS of today is AVIATION! 
Popular and technical interest is centered 

on airplanes. Hundreds of millions of dollars 
are being spent in a boom expansion... to 
erect and equip plants ...to purchase mate- 
rials and tools for plane and engine pro- 
duction. Over night, aviation has become 
America’s largest and most active new indus- 
trial market, leading an upswing of business 
just as automotive production paced recovery 


in 1934. 


The Outstanding Editorial 
Achievement of The Year! 


With such a background, the June issue of 
MILL & FACTORY... carrying the first com- 
plete study of the plants and equipment of 
the world’s largest producer of airplanes and 
engines ...is the greatest of the many edi- 
torial scoops obtained by alert MILL & FAC- 


TORY editors. Greater even than the famed 
studies of Ford Production Methods, and 
General Motors plants. 


The Advertising “Buy” 
of The Year! 


For industrial advertisers, Jane MILL & FAC- 
TORY will be the advertising buy” of the 
year. It’s an unprecedented opportunity to 
place your product prominently before key 
men in the most active industrial market — 
the aviation industry. At the same time, you 
will reach the thousands of other plant men 
who will be cover-to-cover readers of this 
issue which will be kept, used, and referred 
to for many months to come. 


Advertising positions are being allocated on 
a first come, first served basis. It will be smart 


space buying to write or wire a reservation 
at once. 


MILL'TACTORY 


A CONOVER-MAST PUBLICATION— ADVERTISING OFFICES: NEW YORK—205 E. 42nd STREET; CHICAGO— 333 N. MICHIGAN AVENUE 
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HIGHLIGHTS 
of MILL & FACTORY’S 
SENSATIONAL JUNE ISSUE 


An exclusive engineering study of 
the plants and equipment of Curtiss- 
Wright—world’s largest airplane and 
engine manufacturer. Complete 
details, illustrated by hundreds of 
candid camera shots, from the plants 
never before opened so widely to 
a publisher.... Among the many 
subjects which will be covered are: 


MACHINE TOOLS AND ACCESSORIES 
POWER TRANSMISSION AND DISTRIBUTION 
ABRASIVES AND GRINDINGS 
SMALL AND PORTABLE TOOLS 
ELECTRICAL APPARATUS AND LIGHTING 
BUILDINGS AND MAINTENANCE 
PRECISION AND TESTING EQUIPMENT 
MATERIALS HANDLING EQUIPMENT 
HEATING AND VENTILATING EQUIPMENT 
MATERIALS, METALS, AND ALLOYS 


A Spectacular Editorial Project! 
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